














PACKAGING MACHINES 


That Pay for Themselves 
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VERTICAL STICK DISPENSER 


Loads all types of stick holders (single or twins) with bulk or banded 
sticks at the rate of 12 or 14 complete stick holders per minute or 
3360 dozen sticks per hour. 





Loading is done from either the 
front or side. Stainless steel stick 
chutes are on an angle so that the 
sticks feed down to the inserter bar 
without need for mechanical MODEL 171 Capacity: 6709 sticks when 
pushers. Additional sticks can be fully loaded. Power is obtained from 


; compressed air line or complete air 
loaded on those already in the compressor can be furnished. 
machine. 


... 


HIGH SPEED MOLD FILLER Model 106-2 


This Anderson Power Filler with two heads is designed for high pro- 
duction filling of ice cream molds. The two heads fill 8 mold cavities 
at one time, filling up to 600 complete molds per hour. Each hopper 
has a capacity of approximately 10 gallons. 


Continuous freezers are connected to the machine by means of a sani- 
tary fitting in the back of each hopper. All parts that come in contact 





with ice cream are stainless steel or nickel silver. 


Performance records in plants throughout the world leave no doubt as 


to the superior performance and long service life of these machines. 


Use This Handy Coupon For Quick Information. 





ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 
BROS. MFG. CO. Please Send Bulletin No. 8-2 


Name 


Address 
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Which “front” 


KM-12 (12 cu.ft.) 
PRICE: $398.00 
(Less Pictures) 


for you? 


Acco-60-GF (12 cu. ft.) 
PRICE: $497.50 
(Complete) 


Kelvinator has both! 


“SHOWCASE FRONT” MODELS—These merchan- 
dising cabinets combine all the effectiveness and 
most of the features of glass front cabinets— yet cost 
considerably less! Accessory showcase fronts sepa- 
rately illuminated! Mirror back panels give the 
immediate impression of seeing into interior! Loaded 
with empty cartons, they furnish a permanent dis- 
play of your product—stimulate impulse buying. 
Available in 9 and 12 cubic foot models. 


THERMOPANE FRONTS—There’s showmanship in 
these glass front models . . . showmanship of a kind 
that makes buyers out of shoppers! Bring your prod- 
uct “‘out in the open” and spotlight it in an attractive 
setting with maximum visibility assured. These mer- 
chandisers, with their bright illumination, colorful 
sales-appealing product pictures and full-width open 
tops are built to create a selling center for your ice 
cream. Available in 8 4, 12, and 17 cubic foot models. 


Get more-Ge Keclnusnatovr 


BEST KNOWN NAME ON MODERN 
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Division of the Nash-Kelvinator Corporation, Detroit 32, Michigan 


ICE CREAM CABINETS 





| can sell the kids— 
ou can build REAL VOLUM 
with HOWDY DOODY’ 
FROZEN CONES 


THE WORLD'S TOP JUVENILE SALESMAN 
IS READY TO GO TO WORK FOR YOU 


Among the younger set “Howdy Doody” 1s the greatest sales- 
man in America today. He'll open doors to new outlets because 
“Howdy Doody” Frozen Cones have a pre-sold market. To add 
even extra sales wallop, an exclusive premium deal keeps the 
kids repeating. “Howdy Doody” has already scored tremen- 
dous successes for such leaders as Kellogg’s Rice Krispies, 
Mars Candy, Ovaltine, Palmolive and others. 


WRITE, CALL OR WIRE TODAY 
See how quickly and easily you can start building extra 
profits with “Howdy Doody” Frozen Cones. You buy only EXCLUSIVE 
what you need when you need them In sugar Cones, paper out- Only ILLINOIS BAKING COR- 
serts and gaily printed bags. Get all the details on this com- PORATION can offer you 
plete, hard-hitting program that will open new outlets and “Howdy Doody” Frozen Cones, 


boost volume of regular stops. © BIG PREMIUM DEAL ON BAGS 


© FREE MERCHANDISING AIDS 


® DELIVERY TO MEET YOUR 
NEEDS 


THE ILLINOIS BAKING CORPORATION eiicaco vs nuinoss 
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Glass Front Speeds Impulse Sales 
--- Large Capacity Serves ’Em! 
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ONLY the Le Roy LONG TREAT Sandwich allows you to 


dy 
_ y. 


@ NO BREAKAGE @ NO MACHINERY 


Not a claim-——-but a guarantee Le Rov's economical, easy-to-use 
, le Rov insures vou fully equipment only $200 complete 
against all breakage losses. Ne works directly from vour con 
worry, no waste' tinuous treeses 


LE ROY 


FOODS, INCORPORATED 
290 SOUTH FIFTH STREET, BROOKLYN 11, N. Y. 


4 CONVENIENT WAREHOUSES FOR SPEEDY SERVICE— 
ELIZABETH, N. J. — CHICAGO, ILL. — ST. LOUIS, MO. 
— LONG BEACH, CALIF. 
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LOOKS BIGGER! 


Contains 3 oz. of ice cream 


VENDING MACHINES: 
Le Roy produces a special bag that fits 
vending machines perfectly. Get the details. 


3 Only the exclusive patented Le Roy 
process gives you this money-saving, 


WORKERS labor-saving efficiency . . . the 
2 ; 


greatest efficiency youve ever 


TURN known! Only the exclusive patented 
OUT Le Roy process produces the popu- 


lar, profitable Long Treat Sand- 


. 400 007 wich with its amazing consumer ap- 
' . 


peal! Start stepping up your sales 
PER the proven LeRoy way. Clip coupon 


HOUR below for complete details. No 


obligation, of course. 


@ EASY HANDLING 


Ihe entire sandwich unit (crackers, 
imprinted glassine bags and packer _ 
is contained in the cartons we ship to sition . . . Booth Alz. 


vou USI FIL] AND TREEZE 


Leok for Le Rey at the 


Dairy Industries Expe- 


LE ROY FOODS, INC. 
Main Office: 284-290 South 5th St., 
Brooklyn 11, N. Y. 


Please send me al! the facts on the profit-making Le Roy process. 
Name “a Position 

Firm 

Address 

City 








The Result of Skill and Experience 


Like the finest Napoleon brandy ... ZIMCO, the 
Original pure Lignin Vanillin, approaches perfec- 
tion in exquisite aroma and superb flavor. 





ZIMCO’s outstanding excellence and uniformity of 





flavor are the result of its exclusive, patented manu- 





facturing process ... developed through years of 





scientific experiment and research. 





For the taste and aroma that delights customers and 





sells more products, leading food processors insist 
on flavors made with ZIMCO Vanillin. 









Remember ... your best source of finished, ready- 
to-use flavors is your flavor manufacturer. Ask him 
about #:MCQO, the Original pure Lignin Vanillin. 
There's nothing finer. 







WORLD'S LARGEST SELLING VANILLIN 





Consult Your Flavor Supplier 








e e @ 1450 BROADWAY, NEW YORK 18, N. Y. 
WOM A SNC. @ 445 LAKE SHORE DRIVE, CHICAGO 11, ILL. 
Subsidiery of Sterling Drug Inc. 


Wi cmergency ceiver trom: Atlanta, Chicago. Dallas Los Angeles Portiand re), Rensselaer (N.Y t. | nd 
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AUGUST 14-16—Hotel Ogle- 
thorpe, Savannah, Georgia; an- 


nual meeting of the Georgia 


Dairy Products Association. 


SEPTEMBER 4-7— Poland 


BE SURE TO SEE- 


***AT THE SHOW- 


10 





) 
vents 





Spring House, Poland Spring, 
Maine; annual fall outing of the 
New England Association of Ice 
Cream Manufacturers. 


SEPTEMBER 14-17—Chicago, 


NEW IN ’52... 


the Roswell two- 
tube Pasteurizer, for 
large capacity pre- 
heating or pasteur- 
izing of all fluid 
dairy products; the 
most compact, effi- 
cient, and easy-to- 
clean pasteurizer 
ever built. Also see 
the new semi-ellip- 
tical tank for space 
saving storage. 


* 


While you're in Chi- 
cago, youre cordi- 
ally invited to visit 
Chicago Stainless 
and see our new, 
expanded office 
and plant facilities. 


BOOTH 





Illinois: annual convention of 
the National Automatic Mer- 
chandising Association. 


SEPTEMBER 15-17 — White- 
face Inn, Whiteface, New York; 
annual convention of the Asso- 
ciation of Ice Cream Manufac- 
turers of New York Strate. 


SEPTEMBER 18-20 — Hotel 
Nicolett, Minneapolis, Minne- 
sota; thirty-ninth annual con- 
vention of the International As- 
sociation of Milk and Food Sani- 


tarians. 


SEPTEMBER 22-27 — Navy 
Pier, Chicago; Dairy Industries 
Exposition. 


SEPTEMBER 22-24 — Hotel 
Conrad Hilton, Chicago; forty- 
eighth annual convention of the 
International Association of Ice 
Cream Manufacturers. 


SEPTEMBER 25-27 — Hotel 
LaSalle, Chicago, nineteenth an- 
nual convention of the National 
Association of Retail Ice Cream 
Manufacturers. 


OCTOBER 22-23 — University 
of Vermont, Burlington, Ver- 
mont; thirty-first annual confer- 
ence for Vermont Dairy Opera- 
tors and Milk Distributors. In- 
formation available from O. M. 
Camburn, the school’s Director 
of Short Courses and Education- 
al Conferences. 


OCTOBER 28-31 — Hotel Des 
Moines, Des Moines, Iowa; an- 
nual convention of the Iowa As- 
sociation of Ice Cream Manu- 
facturers. 


NOVEMBER 12-13 — Hotel 
Continental, Kansas City, Mis- 
souri; annual convention of the 
Missouri Ice Cream and Milk 


Institute. 


NOVEMBER 18-19—Clemson 
House Hotel, Clemson, South 
Carolina; annual meeting of the 
South Carolina Dairy Associa- 
tion. 
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does your package 
say “quality” to women: 


N 


Does your ice cream package reflect the quality 
of your product? Does it attract women in self-service 
stores so they pick it up and buy it? 


Let us show you how to use modern design to tell 
a quality story to women customers—and how to add 
sales appeal to your entire line of ice cream packages. 


Concora Linerless Cartons offer you: 


Exclusive use of tested stock designs. 
. Special designs created for your needs. 
Superb color control and fine printing. 


. Tough, handsome Vellumite stock. 


oetwn - 


. Easy-to-open Nu-Mode front seal 


6. Fast, easy packing by hand or machine. 


™N 


. Delivery from strategic points. 


. Approval by makers of automatic packaging equipment. 





This carton ts a special-design package created for 
visibility, product identification and appetite appeal 
Carton designs © CCA 


CONTAINER CORPORATION OF AMERICA 
Chicago, Illinois, and 39 other cities 


Booth No. D-95 at Dairy Industries Show: Sept. 22-27, Navy Pier, Chicago 
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Published in 
the interest of 
the Ice Cream 

Industry by 


The eyes of the Ice Cream Industry are upon New Haven, 
Connecticut —'‘test market” for an unprecedented project 
designed to create wider sales-horizons for Bulk lce Cream, 
the traditional favorite of Mr. and Mrs. America. 


Five major manufacturers have joined forces to promote 
three Summer ice cream items: “The Banana Boat,” “The 
Big Three” and ‘The Big Bucket.” Already, substantial 
gains have been reported. 


You will learn the full story in September at meetings of 
the International Association of lce Cream Manufacturers 
in Chicago. We confidently predict final results will more 
than justify the industry's growing belief that . . . 


Preshly-difeped 


ORRIS PAPER MILLS 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
ATIONAL FOLDING BOX CO. NEW HAVEN, CONNECTICUT 


Manufacturers and 
Distributors of 
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PRODUCERS TELL 
HOW THEY DO IT 


ORE than ninety per cent of the country’s food 
M. stores now sell ice cream and this means that 
yvou—the ice cream manufacturer—have tound 

your business affected markedly. 
lo learn the extent to which your production and 
merchandising policies have been influenced by the 
advent of the super market as a major ice cream outlet, 
Ick Cream Fierp polled some of the nation’s leading 
ice cream producers. These industry leaders were 
asked to provide their opinions on pertinent questions 
relating to the increased sale of ice cream through food 


stores, to wit 


How has the food store as an ice cream outlet 
affected your business? 


W. C. Gosnell, Sales Manager of Delvale Dairies, 
Baltimore, Maryland, said that during the past year, 
his firm has added two national chains to “our increas- 
ing food store outlets.” The firm also has “quite a tew” 
accounts each numbering two to five stores. In addi- 
tion to this distribution, Mr. Gosnell noted, “we have 
one of the large wholesale grocery houses and trozen 
food distributors who distribute our products tO ap- 
proximately 300 independent grocers who use a section 
of their frozen food cabinets for storage.” 

Mr. Gosnell declared that “aggressive merchandis- 


ing, plus the use of insulated carry-home bags, have 


14 


resulted in the development of tood store ice cream 
sales to an unprecedented high. A great deal depends 
upon the attention given to merchandising, which we 
find requires a larger appropriation for food stores 
than tor drug stores, confectioneries, restaurants, etc.’ 

Bob Ackermann, representing the ice cream depart 
ment of Land O’Lakes Creameries, Minneapolis, Min- 
nesota, told ICE CREAM FIELD that his company’s 
production and sales of ice cream were limited until 
five years ago. Since then, ice cream operations have 
been increased markedly. “The increased volume has* 
been gained largely through the sale of packaged ice 
cream,” according to Mr. Ackermann. “Approximately 
eighty per cent of out total ga/lonage is sold in pack- 
ages. The largest single item of these packages is the 


** 


halt-gallon container 


Alan H. Miller, General Sales Manager of Abbotts 
Dairies’ Ice Cream Division, Philadelphia, Pennsyl- 
vania, said that “super markets have affected our sales 
only to the point of giving us increased volume due 
pretty much to the amount of impulse buying which 
is created in these particular markets. We have found 
that the quartage of our dealers in the areas of these 
markets is also inclined to increase. We feel that this 
is due to the tact that these dealers establish contacts 
with purchasers in the super markets who have bought 
our ice cream, and then seek out a dealer in the neigh- 


berhood tor their requirements when the market is 


closed.” 

What special problems—such as competing 
brands of ice cream in a single store — are in- 
volved in serving food stores? 


Vernon F. Hovey, Jr., General Sales Manager of 


(( onfinued on page 64) 
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ees 
RETAILERS TELL 
HOW THEY DO IT 


WO super market chains that have enjoyed con- 

siderable success with ice cream merchandising 

are the Lucky Store organization in California 
and the J. Weingarten concern in Texas. ICE CREAM 
FIELD reporters visited key executives of these food 
firms recently to ascertain current conditions and trends 
from the standpoint of the retailer. 

The Weingarten concern, which has headquarters 
in Houston, Texas, is one of those food chains that 
has found it practical to manufacture its own ice cream. 
The company’s ice cream plant was opened about three 
years ago to serve Weingarten super markets on the 





BELOW—LUCKY STORES ICE CREAM SECTION 
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ABOVE—WEINGARTEN SUPER MARKET INSTALLATION 





Texas Gulf Coast. The reasoning expressed at the 
time for the move was that strict control over quality 
would be achieved if the food chain made its own ice 
cream. 

Only one grade of ice cream is available to Weingar- 
ten customers. This is displayed in seven-foot cabi- 
nets located strategically near check-out counters. Free 
insulated bags are an inducement to would-be ice 
cream purchasers; they protect the ice cream on the 
store-to-home trip. 

The firm uses cartons that signify by color the 
flavor of ice cream that is in the package. Irving M. 
Axelrod, Merchandise Manager, said that this tech- 
nique is necessary to a self-service operation. 

Ice cream is delivered by the firm’s refrigerated 
trucks, and adequate storage space is maintained in 
the stores to minimize delivery costs. 


Lucky Stores Report Record Sales 


In California, Lucky Stores, Inc., reports its ice 
cream sales this summer are at an all-time peak. 

While the has been credited with 
upping consumption of the frozen merchandise, a sur- 
vey of some chain stores shows this increase amounts to 
Lucky stores, for ex- 
ample, do not sell bulk but do sell half-gallons, factory- 
packed, that retail for eighty-nine cents. 


home cabinet 


comparatively small volume. 


Vanilla, 
chocolate and strawberry are the only flavors offered 
in this size package. 

Lucky features Lady Lee ice cream and sherbets and 
carries a line of Golden State frozen products. There 
are thirty-seven Lucky stores in the San Francisco 


(¢ ontinued on page 70) 
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UR VIEW UF 


r HE rapid growth of ice cream sales in food 
oo over the past two yea©rs has brought with it 
a need for a new appraisal of the opportunities 
inherent in this product as well as a deeper understand- 
ing of the fundamentals of selling It. 
Outside of trozen toods and cosmetics, there is ho 
line of products which has equalled the phenomenal 


| 
growth in tood Store sales experienc ed by ice cream. 


Until recently, the prevailing attitude among tood 
store operators was to handle ice cream as an accom- 
modation item with a minimum of merchandising and 
promotion. Now, however, more and more operators 


} 
see that ice cream 1s a volume item, representing one 


BY DELBERT |. COOK 
National Dairy Products Corporation 
New York City 





+ MALF GALLON 


FUUL STORES 


to two per cent of total store sales, although the com- 
plete line is limited to relatively few different prod- 
ucts. It has advantages, too, in low damage and low 
clerk hire costs, the operators found. 

Ice cream is largely an impulse item, with only one 
out of ten packages purchased planned by the shopper 
when she comes into the store. However, it is becoming 
more and more an “everyday purchase” as the result 
of shifts in habits along with self-service, more home 
entertaining, home freezer storage, suburban living, 
higher incomes, and its recognized convenience in des- 
sert and snack preparation. 

Increasing experience shows that quality of product 
and good merchandising are conducive to increased 
ice cream department sales. Operators report that they 
recognize now that it was a mistake to limit their ice 
cream program to one of mediocre quality, low price, 
unknown brands and obviously questionable profit re- 
turns. 

Another observation made by a growing number of 
large volume operators is that the price spread be- 


, - 
(t onfinued on padre 1) 
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SO are 


Smart lad! He knows the sheer enjoyment of waitin’ for a nibble while 
cooling off with a ‘‘POPSICLE,"’ his favorite summer taste-treat! 

Like millions and millions of youngsters, he 
knows the added fun of receiving swell prizes 
for bags with the Polka Dots. And coast-to- 
coast ‘'POPSICLE"’ advertising is always 

“ Johnny-on-the-spot'’—reminding young 














: : America of the double-barreled pleasure 
° A u ~ 
found in... \ y 
v .) ® a] a 
» Pes 
Ona. STICK a / } 


JOE LOWE CORPORATION 


601 WEST 26th STREET - NEW YORK 1, NEW YORK 
400 WEST OHIO ST 27744 EAST 11TH ST 100 STERLING ROAD 
|e lie elena LOS ANGELES CALIF. ide) ie), bfeomme| bf) slomma 4. t ter 


“POPSICLE’, ““FUDGSICLE’’, “"CREAMSICLE”, ‘“DREAMSICLE”’ and "JO-LO” ore Registered Trade Marks of the JOE LOWE CORPORATION, NEW YORK 1, N.Y. 
COPYRIGHT 1952, JOE LOWE CORPORATION, NEW YORK 1.N. Y 
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BY JACK LEVISON 


Sales Manager, Penn Fruit Company 
Philadelphia, Pennsylvania 


A key executive of one of the countrys 


leading food store chains tells here 


how tas firm 


, 
qe! super market, with its heavy weekly trafhic, 
has again « 


lemonstrated its selling power in an 


item new to the grocery held ice cream. 
W hen we first started to sel] ice cream in our stores, 
the venture was a colossal flop! On every street corner 
the city of Philadelphia there was a small candy 


? 


| 
Store, and that is where people went to buy ice cream. 


It was almost a tradition in our town—that trip to the 
candy store for a plate of we cream. And very often 
you brought your own plate! Buying ice cream in small 
amounts and ( lose to home was necessary because most 
people did hat have the home tacilities to store ice 
cream tor any length of time: also, people preterred 
ice cream in bulk to packaged ice cream. They seemed 
to teel that packaged ice cream was in some way in 
to bulk ice 


teriort cream. 


“OUPEN 


merchandises tice cream 


In our stores we were trying to handle this item un 
der many handicaps. For one thing, we had a type of 
We called it a 


“blind” case and. believe me. that’s just what it was! 


display case which was all wrong. 


In addition, it wasn’t practical from the standpoint of 
self-service. And it didn’t have enough storage space 
to accommodate the Varieties needed. Moreover, we 
hadn't vet learned where the case should be located to 
develop the greatest sales volume. 

tiowever, in spite of these handicaps, not to mention 
established habits and the tact that we had done very 
little to encourage ice cream sales (we were busy at 
that time with another comparatively new department 

frosted toods), we persisted in selling ice cream by 
selt-service methods. Our eftorts were abetted by the 


Sealtest people. When you stop to consider that today 


JALEO JUB 
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APPEAL, UNLIMITED... 


Butler Hlandy-Serv Ice Cream Cartons, man- 
ufactured by specialists, are printed in an unlimited 
variety of distinctive color combinations. They 

are expertly styled for quick, easy identification of 
your brand and flavor. The Butler Handy-Serv 
Carton will help increase your ice cream sales. 


Butler’s exclusive manufacturing process means 
cartons when you need them and precision 
performance on your packaging line. 


o - — for ice cream 


PIONEERS ad IN CORRECT CARTON CO 


THE BUTLER PAPER PRODUCTS COMPANY TOLEDO 10, OHIO 


MEMBER—PARAFPFINED CARTON REG EARCH COUNCIL 
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‘7% ; ’ | 

we are selling about > times aS much ice cream eac h 
‘ ' Tt 

year as we did several years ago, you will realize that 

triis persistence nas paid dividends 


About the time World War II broke out and ice 


cream became scarce, Our Customers Degan [to accept 
‘ ’ 4 ' | | 
DacKayed ice cream [hey tound tney could get the 


| ! 
ke cream home and into the ice cube tray or frozen 


ood compartment without much melting. It was this 


I 
| ’ | } ' ‘ 
Knowledge, pilus the fact they tound the ice cream was 


of good quality, there was a plentiful supply and it 


was retailed at a fair price, that sold our customers. 

But, as I mentioned betore, we couldn’t ZO full 
steam ahead in this department as yet because we had 
to do something about our cases and our packages. 

We began to experiment with various types of cases. 
We tried out several kinds and, although we haven't 
found the perfect open style display case aS yet, we are 
using cases that have open tops and glass fronts. These 
features make them especially suitable for the self- 
service display of ice cream. 

We do about 75‘, 


during the week end shopping period. 


of our total volume of business 
This means 
that, in order to keep our self-service ice cream display 
cases filled during these busy shopping periods, we 
must have a large amount of storage space, and this 1s 
one of the services which Sealtest has been giving us. 


ICE CREAM MIXES 
USE HORNER 
EMULSIFIERS and 
STABILIZERS 


Sn PPI) 
x< aod Mie i 
rma ta < * i. " & 
Farin” 
; . ~~ BR Ayr... 


It takes just the right amount of the right tn- 
gredients, (‘balance’’ we call it) to make ice 
cream really good. 


Horner emulsihers and stabilizers give you the 
balanced qualities you need for pertect ice cream 
mixes every time. Constant balance tor consistent 
quality in every batch. Use Horner standard 
formulas or let us make a tailor-made stabilizer 
just for you. Weite tor full details. 


Manufactured only by 


Menufecturers of A-C Mineral Salts 


They have been constantly supplying us with as many 
back room storage cabinets as we need. They've also 
been assigning some of their own personnel to us 
tellows who come into our stores and assist us wherever 
necessary to make sure that our cabinets are full and 
the stock properly rotated at all times. 


Sealtest (the National Dairy Products Corporation) 
also supplies us with as many display cases as we need, 
for we've found that, in many stores, the putting in of 
additional display cases has helped our sales tremen- 
dously. For instance, in one of our stores, we put an 
extra cabinet right acress the aisle from the present one 
and, as a result, our sales shot up in a 6-month period 
from 10,200 quarts to 16,700 quarts, when compared 


with sales during the same time of the preceding year. 


Naturally, the additional space enables us to show a 
wider selection and more varieties and this is a big 
attraction to the ice cream buyer. Additional space 
also solves the problem of cluttered up cases because, 
unless sufficient space is provided for each flavor, the 
customers tear the case apart in an effort to find the 
flavor they want. 


At the present time we carry a 12°, butterfat ice 
cream, offering both pints and half-gallons in six differ- 
ent flavors or combinations of flavors. We have an 
extra-rich package with an 18‘, butterfat which comes 
in four different flavors and is put up in pint packages 
only. We also carry a 10°, butterfat ice cream which 
is also put up in pint packages only and is offered in 
only four flavors. This is a new item which we are 
trying out in a few stores. It is designed to meet chain 
competition. 


We also have four novelty packs, including an ice 
cream roll, a quart package of sliced ice cream called 


the “Hostess Package,” tarts and eclairs. 


All of 


these now come in packages which are especially de- 


These are changed according to the season. 


signed for self-service. Each package has a window 
front. 

One of the items which is an especially big hit in our 
stores is the half-gallon package. Today the half-gallon 
package accounts for 48°, of our total ice cream sales. 
We began to sell this item only about three years ago 
and it has been growing in demand steadily. It is es- 
pecially popular with families who have home freezers 


or large freezing units in their refrigerators. 


The Sealtest people have recently come out with an 
improved package which takes all the guesswork, hunt- 
ing and confusion out of selecting flavors, brands, etc. 
Each package has a photograph of the contents shown 
in the form of an actual portion of each flavor. This, 
of course, makes identification much easier for the 


customer. 


Ice cream, like all highly perishable items, requires 
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Taal 
Chu Wake 


@ Meetings of IAICM, 
MIF, NARICM, ABI, 
EMA, DISI, Others 


First National 
Dairy Products 
Manufacturers’ 
Conference 


@ Collegiate Students’ 
International 
Contest in Judging 
Dairy Products 


@ Old Timers’ Club 
Gatherings 


@ Hospitality Booths 


@ international Lounge 


@ Dinners, Recogni- 
tions, Ceremonies 
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all that’s fev in S22 


To be a part of a greatest event, to know that that 
event is brought about for you: that is what awaits 
you in Chicago. Within immense Navy Pier will be 
shown every necessity for modern milk handling, 
processing, manufacture, distribution and sales: 350 
displays and demonstrations; outstanding technical 
experts at your command, The profitableness of 
progress, the enlightenment of new ideas will walk 
with you through every foot of this greatest industrial 
Show in the world. 


Only the people of the dairy industries are admitted. 
Chicago Convention Bureau, 134 North LaSalle Street, 
Chicago 2, will make your hotel reservations — write 
there now. 


Dairy Industries Supply Association, 1108 Sixteenth Street, 
N. W., Washington 6, D. C., on request can still send you a 
detailed booklet about this greatest Show which it sponsors. 
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Schaefer Cabinets 


SELL MORE 
ICE CREAM 


The Schaefer line of ice cream cabinets is 
complete—a model for every possible need! 
Seventeen basic cabinets—each the finest—and 
the most rugged, too—the industry 


has ever produced. 


WRITE TODAY... 


For Free Pocket Catalog of 


Schaefer Ice Cream Cabinets 
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and constant supervision. For example, we 

that me cream packages must be stacked no 
higher than four inches below the ft freezing line, which 
insures that each and every package is properly re- 
triyerated and kept out of air draughts caused by alf- 


‘ i f 
conditioning ducts or Diower,rs. 


We must also be on the alert when deliveries are 
made to make sufe that the mere handise received 
immediately placed in <¢ abinets or in the storage cases. 
We know that even a few minutes in the open can 
cause enough melting to damage the quality ot the ice 


cream when it is re-trozen. 


We test our In this 


way, we can quickly detect any mechanical failure 


packages often tor firmness. 
| 7 | rr? 

which may develop In the case. \X ¢€ see to tt that the 

merchandise ts rotated often and caretully. These are 

things that must De done in order to maintain the con 

sistent high quality that customers have come to expect 


| ’ 
when purchasing ice cream in our stores. 


Another important factor in operating an ice cream 
department is cabinet location. Surveys taken in our 
stores Indic. , that the best location tor the ice cream 
cabinets is at some point close to the check-out coun- 


ters, so that the customer's last purch: e€ can be ice 


> Fob 


witt Sanroerv 


AMERICA’S FOREMOST 
CONTINUOUS DIRECT-DRAW 
DAIRY FREEZER 


Think of it — you actually earn 
64.3% profit* on every 10-cent cone 
of soft ice cream manufactured and 
dispensed by the Sani-Serv. Serve 
soft ice cream, frozen custard, ice 
milk, and other frosted confections, 

and watch your profits increase. Sani-Serv offers you the 

greatest value in the soft ice cream freezer line: stainless 

steel construction, continuous top speed 

Operation, MINIMUM Maintenance, as 

well as compact design. See the new 

Sani-Serv, with Economatic Selector— 

tops in profits, pe rformance, economy. 


using mux costing $1.00 per gallon. 


824 S. WEST STREET + DEPT. IF 
INDIANAPOLIS, INDIANA 
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cream. When the shopper feels that she is going to 
have to carry ice cream around tor any leng th ot time 


before ¢ -ompleting her 


purchases, she’s usually afraid 


that the ice cream will melt. As a matter of fact. we've 
cream, then do 
some other shopping in the market and then, when they 


find that the ice cream has softened somewhat. return 


known customers to purchase their ice 


the package to the case and take a fresh one. And so 
it’s doubly important that we provide every protection 
possible to prevent melting. We do this by providing 
Jiffy insulated bags which are conveniently located, and 
by locating our display cabinets on the customer’s route 
on her way out. Incidentally, we also arrange, for the 
convenience ot our customers, a display ot ed items 
such as cones and toppings for sundaes on top of our 
display cases. 


Recently we installed a very large and elaborate com- 
plete ice cream department in one of our newest stores. 
We put four large cabinets together in one section of 
the store, displaying related items right with them. 
While it is too early to give positive results, we are 
quite pleased with this new arrangement and hope to 


duplicate it in all of our future stores. 


I believe our ice cream department will be as great 
a success as we have experienced with our other specialty 
departments, such as candy, health and beauty aids 


and cigarettes. 


Here are some general suggestions tor improving 
ice cream sales in super markets: 


|. According to a recent nationwide survey in super 
markets conducted by the cellophane division of E. I. 
Du Pont de Nemours and Company, 9.1°; of sales of 
ice cream were planned, 31.8° , 
and 59.1°) were 


were generally planned 
“impulse” sales. 


?. In still another authentic survey, 70°; of those 


who bought ice cream on an “impulse” basis said they 
were influenced by: 
(a) Clean, attractive, open cabinets. 


(b) An adequate, full display of stock and a variety 

of flavors. Sales records show that super markets 
selling-the most ice cream are those that consis- 
tently keep their cabinets full with a wide assort- 


ment of flavors and items. 


85‘, of the customers like insulated bags and ex- 
pressly wished to have them located on or next to 
the cabinets so their ice cream would keep firm 
while they continued shopping or waiting in line. 
Experience and results conclusively prove that 
those markets which have insulated bags next to 
the cabinet sell the most ice cream. 

Effective cabinet location can increase sales from 
50°, to 250°,, depending on the market and the 
layout. 

A location facing the consumer on her way to the 
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BUTTER 
SCOTCH 
FILBERT 











BUTTERSCOTCH FILBERT 


will make you a grand flavor of 

the month—next month. 
anaes Pangburn has your program all 
ae a ready to go—colorful window 
a de a age —- domination that really dominates 
bebe ha wa tS for only 35¢ per store window— 
_ ~:) — > = and fountain streamers—FREE. 

- 4 


[> p “ W rite Today 
j PANGBURN CO., FORT WORTH, TEXAS 4 
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THE 


DRINK 
THAT 


is 
PROMOTED _ 
NATIONALLY..." 


y 


aN 


Nalt-A-Plen 





Malt-A-Plenty 


ice cream manufacturers in 42 states. 


is now distributed to 
Malt-A-Plenty is the original nationally 
promoted thick dairy drink. Thirteen 
vears of research and sales experience 
give you, in this product and its pro- 
motion, the answer to the BIG thick 


dairy drink problem. 
All this is available to you NOW. 


Malt-A-Plenty Sales increased 200% 




















This 


means more and more ice cream 


for the first six months of 1952. 


manufacturers are getting on the 
Malt-A-Plenty bandwagon for plus 
Get 
Malt-A-Plenty in your plant NOW. 


Take advantage of the national publi- 


volume and plus profits. 


city and increased popularity of the 
BIG dairy drink. Get the Malt-A-Plenty 


story today! 


MALT-A-PLENTY, ING. ¢ i635 £. 11th st. 
BEES... ee ee ae 


TULSA, OKLAHOMA 
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check-out counter, and as close to the check-out 
counter as possible, ts considered the ideal location. 
3. A large manutacturer of cabinets has completed 

a study with the tollowing results: 

(a) Average turnover of ice cream: 47 times a year, 
compared to an average yearly grocery inventory 
turnover in food stores of 16 tmes. 

(b) Gross margin ranging from 25‘, to 35‘, tor ice 
cream compared to 19, average for all items in 
tood stores. 

(c) 1°, of space can equal 2‘, to 3‘, of total sales, 
and as much at 4',‘, of gross sales. 


three or four weeks. This saves electricity since 
the compressor will operate less often. The scrap 
ing should be done with a wooden scraper or sim- 
ilar tool when the cabinet is almost empty. Do not 
use a sharp pointed instrument or knife because 
walls of cabinets are easily pierced. 

IMPORTANT! Stores with open-style cabinets 
should keep draughts from fans, windows or air 
conditioners directed away from open cabinets, 
otherwise ice cream in the top layers will soften. 
If ice cream should get soft on an extremely hot 


{4 ontinued on page 43) 





(d) Ice cream sales in super mar- 
kets and grocery stores have 
increased from 33‘, in 1950 
to 40°, in 1951. 

(e) Open self-service display 
cases have increased sales on 
an average of 33'3:',. Many 
retailers have reported gains 
of 200°, . 

4. Suggestions relating to cab- 
ine ts: 

(a) Sparkling clean cabinets sell 
more ice cream and are a 
credit to your market. Such 
preparations as “Zero” will 
help to clean enamel surfaces 
easily and quickly. Stubborn 
spots can be removed with 
“Energine,” “Carbona” or 
lighter fluid. On stainless 
steel or metal, the usual met- 





al polishes are satisfactory. 
(Never use steel wool or 
gritty cleanser.) 

(b) Ice cream must be stored in 
the refrigerated case imme- 
diately upon arrival. A mat- 








ter of a few minutes in the 

open will cause ice cream to 

melt with consequent drip- 

ping and soiling of the pack- 

age. Furthermore, when soft 1131A20 

ice cream is frozen again the 

quality may be impaired and fi Model 
a sandy or granular taste 
condition result. Do not stack 
ice cream too high in either 
open or closed cabinets. 

(c) Ice cream, like butter, milk 
and other perishable foods, 
must be rotated very care- 
fully, even though stored at 
low temperatures. 


(d) The cabinets should be 
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SWEDEN 


can reduce your food and labor costs lo ore imformatiou, t 


SWEDEN FREEZER MANUFACTURIN 


scraped tree otf ice every DEPT. A-4 


FOR YEAR ‘ROUND PROFITS 
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recognize that there is thinking in some quarters, 
part ularly with respect to drug stores, that a soda 
rountain installation is ho longer a necessary and 


ntegral part of a successful retail operation. 

You undoubtedly have such accounts and, frankly, 

must admit that they do present a problem. It so 
happens that in this great land of ours, you are always 
going to find “gripers” willing to spend valuable time, 
IVINS you a 101 reasons why a certain job cannot be 
done rather than to use the same amount of energy 
getting the job done. Keep in mind this axiom: if you 
are willing to put a limit on what you wll do, you are 
automatically putting a limit on what you can do. 


I. for one, refuse to subscribe to the idea that the 


operation of the soda fountain and the resultant sale 


of your product—bulk ice cream—is still not as profit- 
able as ever. Further, Statistics still show that twenty- 
‘Ix per cent ot all persons entering a drug store where 
there is a soda rountain tn operation go to the soda 
lountain first, and that approximately hitty per cent of 
} 


these customers make another purchase betore leaving 


} 
the store. 


As specthe evidence tending to support this position, 


[ would like to refer you to a recently published maga- 


zine story. The story has to do with the experience of 
the Muir Drug Company, a midwestern chain with 
headquarters at Grand Rapids, Michigan. This com- 
pany operates thirty-one stores throughout Michigan, 
Ohio, Wisconsin and Indiana, located in the smaller 
sized towns such as Richmond, Marion and Muncie, 
Indiana; Beloit and Appleton, Wisconsin; Saginaw, 
Ann Arbor and Monroe, Michigan; and Lorraine, 
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BY |. A. JEFFORD 


Liquid Carbonic Corporation 
Chicago, Illinois 


Elyria and Findlay, Ohio. In other words, each of the 
stores can be likened to an independently owned opera- 
tion. 

The first paragraph of the article hits the nail right 
on the head, and I would like to pass it on to you just 
as it appears in the magazine because it seems to me 
that it keynotes the entire story: —“When a retail 
drug chain abandons a_twenty-five-year-old policy 
ayainst soda fountains, tries them out in a tew units, 
ard then declares enthusiastically that it looks forward 
to the time when it will have a fountain in every unit, 
the story behind such a move should be of interest to 
every druggist.” I am rather inclined to think too that 
such a statement should be of interest to every ice 
cream manufacturer. 

Muir’s now has nine fountains going strong. Accord- 
ing to the article, one of the executives of the company 
is quoted as saying, “the operation of a soda fountain 
is one of the greatest assets a drug store has ever 
known.” Backing up thar claim, this executive points 
to the results produced by the chain’s first four experi- 
ments with fountains, and continues in the article, “the 
fountain stores became the top stores toiletries 
sales boomed. The prescription department took on a 
new and healthier vigor. Candy sales blossomed forth 
with sales and profit figures which were a joy to study. 
And it was the same in every department throughout 
the store.” 

With that kind of success in its first four fountain 
stores, Muir’s decided that it was time to put addition- 
al effort into the fountain end of the business. The 
store at Kokomo, Indiana, which had operated for 
some fourteen years without a fountain, was chosen for 
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— of all sugar used 
commercially, 1 out of 5 


tons is liquid—clearly a vote 1 947 


of confidence for this new 
type of sugar pioneered by 
Refined Syrups & Sugars 


under the brand name, 





618,000 tons 


Ce ee ed 
504,000 tons 


\ 375,000 tons 


369,000 tons 


me 
300,000 tons 























100 200 300 400 500 600 700 


LIQUID SUGAR DELIVERIES IN THOUSANDS OF TONS, RAW VALUE 


FLO-SWEET®! 


In the areas served by Refined Syrups & 
Sugars, top-flight bakers, bottlers, confec- 


tioners, ice cream makers, and food proc- 


PIONEERS Tk 
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essors are using Flo-Sweet. They save 
time, money and labor with Flo-Sweet. 


Why don’t you? Write for details now. 


1ON AND SERVICE 
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WHERE DID THEY COME FROM? 


(Not The Children, But The Ice Cream Novelties) 


They came from a Vendo Dairy-Vend ice cream vender 
located in a nearby outlet—a Dairy-Vend that is perform- 
ing both as a selling agent and as a storage station for a 


‘vendor's mobile operation. 


Daily, little clusters of customers, like the one above, 
gather eagerly around the mobile unit every few houses 
along the route. Each block yields its harvest of nickels 
and dimes. The vendor must replenish his supply of ice 
cream novelties several times a day before he completes 
his route. The conveniently located Dairy-Vend is the 
hub around which, and out of which, he carries on his 
operation 

Mobile operations planned around Dairy-Vend venders 
are opening a new selling field. They tap a waiting 
market inaccessible to other merchandising methods. 
They offer the ice cream manufacturer a way and means 
to PLUS GALLONAGE! 

For a more complete story on a combination mobile 
vendor and automatic merchandising route drop a card 
or letter to The Vendo Company. 


Latru Vere 


TRADE MARE 


Visit our Booth No. A-103, DAIRY INDUSTRIES EXPOSITION 


THE VENDO COMPANY 


7400 East 12th Street Konses City 3, Missouri 
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the next installation. In less than a year after the 
fountain was installed, the Kokomo store climbed from 
twelfth place in the chain to sixth position and im- 
provement is still continuing. The prescription business 
in this store has tripled since the fountain was installed 
and the volume in the other departments has doubled. 

Here we have specific evidence of the position we 
have taken for many years, namely that a drug store 
with a soda fountain generally will average 57.3 per 
cent more total store business than those without 
fountains. 

Despite such enthusiastic reports as received from 
the Muir Drug Company, and others we could quote, 
it occurs to us that your industry has been faced with a 
serious problem for several years that in turn has had 
an effect on ours. I am referring to the nationwide 
reduction in ice cream gallonage during the past few 
years, not including 1951, when the trend was reversed. 
I can recall quite vividly those days back in 1946 and 
1947 when the totals hit 750,000,000 gallons and the 
sights were set on a goal of one billion gallons per year. 
Instead gallonage dropped in all succeeding years, al- 
though not last year. 

The trend in these “bad” years is disappointing and 
the question is asked, “Was the peak year of 1946 an 
abnormal year?” To the best of our knowledge, the 
answer is that it was not an abnormal year. Certainly 
our population figures are higher now than in 1946. 
Economists tell us that there is more money in circula- 
tion today. Retail and department store sales reports 
indicate there is more spending now, and we are told 
that there is peak employment. Reports indicate that 
the consumption of tobacco, beer and food increased, 
and that bank deposits and withdrawals all sustained 
an upward trend over the 1946 period. 


What then was the reason for the ice cream gallon- 
age decrease? In our considered judgment, the glaring 
weakness was the failure to hold up the sale and con- 
sumption of bulk ice cream on the premises. 

In our opinion, this decrease in bulk ice cream gal- 
lonage can be traced to several pertinent reasons: 


1. Failure on the part of the ice cream manufacturer, 
the soda fountain manufacturer and others in kindred 
lines to render to the retailer necessary help to satis- 
tactorily merchandise his products. True, there are 
some few concerns offering this type of service, but by 
and large, it is being overlooked. 

2. Inability on our part to correct the mental atti- 
tude of many store owners. The “something for 
nothing” hysteria that has been prevalent in our coun- 
try for a number of years has softened up some oper- 
ators to the point where their only thought is “what can 
we force the ice cream company to give us free,” rather 
than, “what can we do to cooperate and help put across 
the program that has been developed that will enable 
us to sell more sundaes, sodas, malted milk drinks, etc., 
resulting in increased profits.” 


I had occasion recently to talk to a representative 
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Lip! 


0) t | Marathon Linerless Ice Cream Cartons 
3 In all sizes .. . are the easiest opening cartons that ever won sales. Closure flaps 


are glued in a saw-tooth pattern... hold firmly, open at a touch, and never 

tear. Marathon Linerless Ice Cream Cartons, including the new individual 
serving carton that is opening up a whole new field for ice cream manufacturers, 
are ideal for every ice cream purpose, including home freezer and 

institutional use. They make friends and win customers... build up your gallonage. 
If you want increased ice cream sales, see your Marathon representative, 

or write Marathon Corporation, Menasha, Wisconsin. 7 


arathOn conection 


packaging that sells food 
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HOW TO AVERAGE 
MORE EXTRA 
DOLLARS 


SAVINGS ON DRY ICE ALONE PAY FOR 


@ When retail drivers sell ice cream they make more money ... 


know their customers better . . . sell more milk and by-products 
because they're exposed to the customer. You make more every 
day on every retail truck .. . sell more ice cream than your better 
wholesale stops, with much less investment... it's actually being done. 

Dairies everywhere look to Kari-Kold—the original mechanical 
refrigerator for retail trucks—for the built-in extras in rugged con- 
struction demanded by job-tested engineering. You can pay less 

but you won't get the value ... and eventually you'll pay more. 

The maximum convenience of Kari-Kold makes it the preferred 
unit drivers know the importance of no rehandling—and the 
30-hour holdover saves many minutes—makes them want to sell 
ice cream. Kari-Kold holds more—there's a unit specifically de- 
signed to fit every truck— 


Write Today 


for this booklet HOW TO INCREASE 
PROFITS WITH ICE CREAM SALES FROM 
RETAIL MILK ROUTES it's FREE Read 
corefully the complete review of this extra 
profit opportunity in ice cream soles to your 


retail milk customers. Write to 


Kae Kaold COMPANY, 26) BRIARWOOD AVE. S E. GRAND RAPIDS, MICH 


3° 


_— 


of an ice cream company who told me a story that il- 
lustrates this point. He had called on an account of 
his to discuss an idea that he thought could be used to 
good advantage to stimulate business at the soda foun- 
tain. All that the store owner would talk about was a 
plumbing bill that he thought the ice cream company 
should pay. The sales representative finally mustered 
up sufficient courage to tell the store owner in no un- 
certain terms that the plumbing bill was very definitely 
not his responsibility and he would not pay it. At that 
point, they were able to get together and discuss the 
real purpose of the visit and put the merchandising 
idea into effect. If the ice cream representative had 
weakened and assumed the responsibility for the pumb- 
ing bill, the main objective of the store owner would 
have been attained, and it is doubtful that anything 
further would have been accomplished. 


3. We in the soda fountain industry are of the 
opinion that equipment often is installed by store own- 
ers that is inadequate. We gain the impression that 
the prime consideration at the time the layout is being 
planned is the question, “How cheap can I do the 
job?” rather than, “What is the most efficient layout?” 
This approach can mean decreased business, reduced 
bulk ice cream volume and lower profits. Soda foun- 
tain manufacturers are equipped to render layout 
service and they are always happy to cooperate on such 
problems. And their desire is not always to recommend 
the largest and most costly installation. 

Our sales engineer in Cincinnati, Ohio tells an inter- 
esting story covering that point. He was called in by a 
large department store for advice and counsel covering 
a large counter job that was planned. Often, the 
thinking in this situation is along the lines that will 
make possible the largest seating capacity. Much to the 
surprise of the department store executive, our repre- 
sentative recommended an installation that was smaller 
and had less seating capacity than the original idea. 
He was able to prove to the store officials that his lay- 
out would eliminate the need for two waitresses and 
that with the faster service that could be obtained, the 
stool turn-over would be quickened and the anticipated 
volume would not suffer. The job was installed and 
has worked out as predicted. The labor saving repre- 
sented by the two waitresses that were not required has 
amounted to a sizeable sum. 

4. Another factor contributing to the decrease in 
bulk volume has been the failure on the part of the 
40,000 confectionery store owners to keep pace with 
changing conditions and do a good job of merchan- 
dising. Generally speaking, they have permitted their 
store to carry on in the same atmosphere, with no at- 
tempt to remodel and to give them a “new look.” The 
result has been a gradual but definite decline in popu- 
larity and volume of business. 

Right in my own community, there are striking ex- 
amples of the good that can be accomplished if the 
proper effort is made. Two brothers had taken over 


Ice Cream Fietp August 1952 























...but nothing wins more AH-H-H-S than the 


flavor 


Fo 5 ks Want your ice cream to be first in flavor 


... firstin favor? Give it the tongue-tantalizing 
tang of matchless AMERICAN FOOD flavors! 

Every fruit flavor you can think of... 

sweet orchard-freshness that folks will 

aVvoOd ” ooh-h and ah-h about. Our vanillas, 
tops in taste, temptingly rich in vanilla bean 

content! And of course, our LOO‘; pure coffee 

concentrate, so true in freshly-brewed flavor and 

aroma, it’s the pride of coffee lovers everywhere. 

Prove itto yourself... write, wire, phone 

for a sample order! 


ee FOOD LABORATORIES, Inc. 


860 Atlantic Avenue, Brooklyn 17, N. Y. 
3968 NORTH MISSION ROAD, LOS ANGELES, CALIF. * PHILADELPHIA * BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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a typical confectionery store some fifteen years ago. 
They had enjoyed prosperity, but for a number of 
ycars recently, they experienced a continual slump. 
They finally decided to do something about it. They 
planned a complete remodeling of the store, both the 
and the f and 


months, while the alterations were being made. The 


interior tront, closed down tor 


two 
change was completed last spring and since that time, 
increase in the volume of business has been astonish- 
ing. The same two brothers are running the store, they 
have the same location, they are serving the same sun- 
daes, sodas and malted milks and sandwiches and ren- 
dering the same service, but what a difference in the 
frequency with which the cash register rings! 


On the other hand, there is another confectionery 
store with equal possibilities for improvement, but the 
owner apparently elects to carry on as is, and from my 
observation, the profit situation will continue to be un- 
tavorable until the soda fountain manufacturer, the 
store fixture man, and/or the ice cream company, either 
individually or collectively, can convince the owner 
that something must be done to bring his store up-to- 
date. 


Pricing Policies 


5. It occurs to us that many soda fountain opera- 
tors have been pricing themselves, retail wise, right 


out of the market. True, costs have been spiraling and 
it is only logical that those increases in turn be reflect- 
ed in selling prices. However, care should be exer- 
cised to see to it that these selling prices are kept at a 
figure that will encourage Mr. and Mrs. America to 
continue purchasing those sundaes, sodas and malts. 
Those of us with a specific interest in furthering the 
sales of bulk ice cream, toward the end that it will keep 
the fountain open, should lend our influence to main- 
tain prices at a reasonable level. 


Obviously, there are other reasons for our current 
problems, but we always seem to get back to the store 
owner himself, and his ability or inability to efficiently 
manage his establishment. Why, for example, would I 
find a druggist in Lansing, Michigan, with a middle-of- 
the-block location, making plans to take over the room 
next door, so that he can enlarge his store and install 
new equipment, while in the same town a store owner 
in the next block is crying the blues about conditions, 
and trying to sell his business? Why, in downtown 
Minneapolis, in one of the highest priced business sec- 
tions, can we find a store selling only ice cream, sun- 
daes, sodas, malts and strictly soda fountain items? 
The store is twice the width of an ordinary store front 
and is so deep it appears to run back a city block. Last 
month, with the snow piled high in the Street, I stopped 
in this store and quite tacetiously asked tor a ham 
sandwich and cup of coffee. I was told politely that 
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they did not serve food or coffee, only the so-called 
soda fountain items. I am told that the bulk ice cream 
sold in this store in 1951 was 100,000 gallons. That 
sounds like a fantastic figure, but I understand it is 
correct. 


Possibly, a quotation from the Muir Drug Company 
article that I mentioned previously sums up the situa- 
tion pretty well: “Efficient management is the first es- 
sential of a successful fountain, combined with good 
sales promotion, modern equipment, pleasant and me- 
ticulously clean surroundings. They not only boost 
fountain volume, but set off a chain reaction which, 
as sales figures show, helps all departments.” 


Recommendation 


And so, what is our recommendation as to a possible 
solution? Those of you interested in athletics will recall 
that a few months ago at Cincinnati, Ohio, there was 
« conference held by the National Collegiate Athletic 
Association. Reports were presented covering studies 
that had been made of the many problems confronting 
inter-collegiate athletics. Such questions as_scholar- 
ships and payments to students, spring training for 
football, bribes, scandals, televising of football games, 
and many others were discussed. Regardless of how 
you might feel as an individual concerning the conclu- 
sions reached, studies were conducted and an effort 
made to arrive at a satisfactory solution. 


Why then could not organizations such as the In- 
ternational Association of Ice Cream Manufacturers, 
the Dairy Industry Supply Association, the Soda 
Fountain Manufacturers Association, the National 
Restaurant Association and others interested in our 
several problems, join forces to survey the situation? 
A committee formed from representatives of these 
organizations could work out details for an all-industry 
merchandising program, and could also take steps to 
investigate current evils. The cost necessary to support 
such an idea could be shared by the different associa- 
tions. Above all, an educational program could be de- 
veloped, directed at the 40,000 drug stores, the 40,000 
confectionery stores, the 100,000 restaurants, the 10,- 
000 drive-ins and road stands and the 10,000 chain, 
variety and department stores, or a grand total of 
200,000 sales outlets, to increase the per capita con- 
sumption of ice cream and help the individual store 
owner to become a more efhcient manager and do a 
better job of merchandising. 


It has been said that “a crisis can be a danger or an 
opportunity.” Let us consider the situation now con- 
fronting us as an opportunity for the development of 
a program that will be the means of “keeping the 
fountains open.” 
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TAKE SOME ICE CREAM HOME 


MODEL OT-101 6-HOLE DOUBLE ROW MODEL GF-80 


The 10.1 cu. ft. Open Top shown above is far from a “‘silent’’ 

salesman. On the contrary, its extra large top opening and eye- 
mark of | | 
catching superstructure fairly shout for attention and will 
consistently capture those elusive “impulse” sales that once 
lost are lost forever. And, of course, like other cabinets in 
the 21-model line it is built with traditional Anheuser-Busch 


quality and value. 
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Vegetable Fat Report 





MANUFACTURERS CITE GAINS 


ORE and more ice cream manufacturers are 
TA orodiucine vegetable fat frozen foods and more 

and more consumers are buying these low-cost 
products, according to reports filed by ICE CREAM 
FIELD correspondents across the country. 

In St. Louis, where the J. H. Costello Company 
seized the initiative in the merchandising of vegetable 
fat products, consumer “repeat business” is described 
in one dispatch as “terrific.” The Costeilo firm has 
continued to expand and weekly gallonage is believed 
to be in five figures. New outlets are being added every 
week, and the Costello management has purchased 
additional refrigerated trucks to service these accounts. 
In addition, a new hardening room has been built in 
the St. Louis plant. 


The Costello concern reportedly enjoyed its greatest 
sales week during the recent seven-day promotion con- 
ducted by Pevely Dairy, when the Pevely vegetable 
fat product was retailed at two pints for twenty-nine 
cents. The Costello product was selling at the same 
time for thirty-five cents per quart. 


In Chicago, where the vegetable fat competitive 
situation spread from Missouri, the market is re- 
ported to be in a state of “utter confusion.” Most ice 
cream manufacturers feel that they are being forced 
into the sale of vegetable fat products by the pressure 
brought to bear by business rivals. 


Butterfat and 
vegetable fat products’ gallonage is soaring because of 
the hot weather, and it is difficult to assess the influence 


Sales. nevertheless. are booming. 


of the vegetable fat lines on ice cream sales. One au- 
thority told ICE CREAM FIELD that the vegetable 


tat products are “certain to reduce ice cream volume.” 


In Texas, most ice cream manufacturers are exceed- 
ingly pleased with the sales results obtained by “Mel- 
lorine,” the state’s legal designation for vegetable fat 
products. One large dairy chain reports that its vege- 
table fat line now accounts for fifty per cent of all 
packaged volume, while total package volume (ot all 
products) has increased by sixty per cent during the 
last year. 

In the Houston area, for example, this firm’s vege- 
table fat product has been described as “selling like a 
house afire.” The wholesale price of this product is 
approximately $1.25 per gallon “with a slight quantity 
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discount.” Most dealers retail it for sixty-nine cents 
per half-gallon, with occasional weekend specials bring- 
ing the price down to fifty-nine cents. (The ice cream 
firm puts up the vegetable fat product only in half- 
gallon packages.) 

Comparable ice cream prices are $1.70 per gallon 
wholesale and from ninety-eight cents to $1.05 retail 
per half-gallon. The substantially lower margin on 
the vegetable fat product is compensated for at least 
in part by the tremendous sales volume. 

An executive of the ice cream company told ICE 
CREAM FIELD that he believes “there is a definite 
place for both products.” He said that “price is cer- 
tainly the primary motivating factor in the substantial 
sales developed by vegetable fat products.” 

Asserting that “you simply cannot stop progress,” 
another veteran of many years in the ice cream indus- 
try has urged the industry to work “in close cooperation 
with each other and not fight each other on a competi- 
tive basis.” He said that such products as ice milk and 
“Mellorine” will not compete with ice cream, but may 
provide a means of competing against soft drinks and 
other confectionery items. 

“When you get down to brass tacks,” he declared, 
“what difference does it make if the ice cream manu- 
facturer is able to make a legitimate profit selling ice 
cream, ice milk or vegetable fat products?” By han- 
dling a more diversified line of products, he said, the 
ice cream manufacturer should be able to reach all 
classes of buyers. 

This observer cited both the economy motive and 
calorie consciousness on the part of consumers for the 
success of vegetable fat products. 

These factors are believed to be responsible for the 
re-appearance in the Boston market of a low butter- 
fat product. Hendrie’s Ice Cream Company of Milton, 
Massachusetts began production late last month of a 
five per cent packaged line called “Milky Dip.” This 
frozen dairy dessert, as it is described on the package, 
is designed to be sold in super markets. Retail price is 
twenty cents per pint and thirty-nine cents per quart. 
This compares with twenty-seven cents per pint and 
fifty-three cents per quart for the firm’s ice cream. In- 
troduction of “Milky Dip” marks the first time in 
several years that a low butterfat packaged product 
has been sold in the area. 


Ice Cream Fiero, August 1952 





Ye ‘y For Top Quality Ali The me 
a use R: 


Body, texture and taste reach their 


the sole sweetening agent in ice cream. 


— 


Traditionally, ice cream formulas have been based on 
the use of sugar only. Consumers expect it—ease of 


| > 

1 7 

} 
q : | highest degree of excellence when sugar is used as 


“ use, and convenience in handling and 
mixing, recommend it. 
Ice cream looks better, tastes better, 
sells better, when made with sugar. 
For up-to-the-minute facts explaining 


why sugar is the safest, most effective, 
and, in the long run, most economical 
sweetening agent you can use, write Dept. C. 


INFORMATION 
Secrose: C ame and beet S44 Gah? 
‘we. 


NEW YORK 5, NEW YORK 
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Wherever you find good ice cream, you're 
likely to find NESTYLE— SEALRIGHT's 
de luxe ice cream container. 

4 000,000 home freezers makes the 
SEALRIGHT HALF-GALLON CONTAINER 
another outstanding leader. 


SEALRIGHT's spectacular solu 
tion to the paper milk carton 
problem. The plastic coated 
SEALKING rolls up impressive records of performance in leading 
dairies throughout the country. Don't miss this chance to see the 
almost human SEALKING machine transform 


paper blanks into 
sealed pints and quarts of milk! 


Made exclusively by SEAL- 
RIGHT, KONE BOTTLES 
surge to new popularity. 
They are the perfect pack- 
ages for chocolate drink, 
dairy specialties and fruit 
drinks. 


Out in front year after year, 
SEALRIGHT’s SEALON closure 
stays way ahead in the closure 
field. See for yourself why 
the SEALON has won the 
endorsement of leaders in 
the industry from Maine to 
California! 


OSWEGO FALLS CORP. — SEALRIGHT CO., INC., Fulton, N.Y. © Kansas City, Kansas 
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A PACKAGE 
AND 
PROMOTION FOR 
EVERY DAIRY NEED 


Dairymen and ice cream manufacturers who recognize 
the importance of packaging in modern merchandis- 
ing will head for the SEALRIGHT BOOTH when they 
arrive in Chicago. SEALRIGHT’s 1953 line of sanitary 
containers and closures includes a new array of dis- 
tinctive packages, which not only provide the ultimate 
in cleanliness and efficiency, but are outstanding in 
looks and sales appeal. 


The cottage cheese 
market is expanding, 
particularly because 
more and more manu- 
facturers are using 
heavy waxed NESTYLES 
to give this grand food 
a selling package. 


Manufacturers use 
SEALRIGHT'’s ICE 
CREAM CUPS for a 
double duty — through , 
them they capture a 
share of the nickel 
and dime business, 
and, at the same time, 


get their trade name 
across to the kiddies. 


SINGLE SERVICE BULKANS are equally 
popular at fountains as they are in the 
ice cream plant — light, clean, and effi- 
cient! They clean up and speed up ice 


SANITARY CLOSURES and CONTAINERS 
For Modern Dairy Product Packaging 


- SEALRIGHT PACIFIC LTD., Los Angeles, Calif. © CANADIAN SEALRIGHT CO., LTD., Peterborough, Ontario, Canada 
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The Kitohen 


EVERGREENS BAR features dessert drink 
combining ice cream and liqueurs. The 
essential equipment for preparing these 
concoctions—the ice cream scoop, two 
hole cabinet and mixer—is located at 
one corner of the baer (see close-up). 
Reproduced at the bottom of this page 
is @ typical Evergreens menu. 





r OP-notch ice cream merchan- 
disers always are on the alert 
for new ways to promote 

bulk gallonage. They'll be inter- 

ested in the job being done for one 
ice cream company by the beautiful 
countryside restaurant called “The 

Evergreens,” near Dundee, Illinois, 

thirty-five miles west of Chicago. 

The owners of the Evergreens, 
Paul and Sylvia Peterson, have 
been selling a profitable ice cream 
after-dinner dessert drink for sev- 
eral years with outstanding success. 
The Evergreens serves ice cream 
purely as a dinner dessert; it does 
not have a soda fountain. However, 
the restaurant has supplemented 
its bulk gallonage with an amazing 
dessert drink and now uses more 
than 1,000 gallons of ice cream per 
year for this after-dinner drink 
alone. 

This dessert drink is made only 
at the bar; it is not served from 
the kitchen as is the regular ice 
cream. It is made with two or three 
spadesful of ice cream and *4 


ounce of the customer’s favorite 
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acation in 


CHICAGO 


in September! Visit the 
BATAVIA Booth C-101 


NAVY 


SEPTEMBER 22-27 will be action- 
packed, profit-provoking days for 
everyone in the industry! Never be- 
fore have so many surprises, so many 
NEW developments been brought to- 


gether under one roof for dairy people 





to gaze at, be amazed at! 

HERE’S AN INKLING! Batavia’s 
Booth C-101 will feature one of the 
smallest units you could possibly im- 
agine to do one of the BIGGEST jobs 
in “en route” refrigeration. Not much 
bigger than Clementine’s shoe box, 
it does a Herculean job of product 
protection. 


See “it” — and us — 


at Navy Pier, CHICAG A 


BATAVIA BOD 


Batay 
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liqueur or cordial. Ie iS then placed 
on a Multimixer tor two or three 
minutes and served in a six-ounce 
sherbet glass that has been pre- 


< hilled. 


cold, thick, 


Those who have 


[he resule is a 
creamy dessert. 
tried it call it “most delicious and 
the perfect ending to a good din- 
ner.” It costs Evergreens about 
twenty-two cents to produce and 
sells for eighty cents, providing a 
fine profit. 

Customers sitting at the bar can 
see these drinks being made and 
served. A two-hole ice cream cabt- 
net is stationed at the bar and in 
the Ratskeller downstairs there is 
a four-hole ice cream cabinet. The 
Ratskeller seats seventy-four people, 
whereas the cocktail lounge and 
dining room on the main floor have 
a seating capacity of 138. Four 
five-spindle Miultimixers are used, 
two at each bar and these mix not 
only these liqueur ices but all other 
mixed drinks as well. 

According to Robert Erlandson, 
the Evergreens’ manager, and host 
Chuck Smith, liqueur ices must be 
caretully mixed so as not to thin 
out the finished drink. They main- 
tain it is important to use a spindle 
type mixer, which makes a_ uni- 
torm drink. It is their opinion, 
also, that every good restaurant 


with a cocktail bar can add thou- 


sands ot dollars ot profit to its Op- 





WANT TO TRY IT? 
Ice cream manufacturers 
and other dairy industry 
personnel interested in ob. 
taining “first hand” infor- 
mation concerning the liq- 
ueur and ice cream combi- 
nation described in the ac- 
companying article will have 
an opportunity to do so the 
week of September 22 to 
27. The Prince Castle Sales 
Division, having engaged a 
suite of rooms in Chicago's 
Lake Shore Drive Hotel for 
the week of the dairy con- 
ventions, plans to serve 
varieties of the new dessert 
drink to guests. 











with this new 
drink. Manufacturers can pick up 


eration annually 


substantial “extra” gallonage, it 
should be noted. 

Many persons prefer not to drink 
liquor after their meals, the res- 
taurant people point out, but this 
liqueur ice dessert is something en- 
tirely different. It is not only re- 
freshing but also puts an unusual 
finishing touch on a meal. 

This new idea is believed to be 


a wonderful talking point tor ice 
cream salesmen who are always 
looking for a new profit angle to 
encourage the restaurant man to 
buy more ice cream. Needless to 
say, a sixty cent profit on a dessert- 
drink would be of interest to res- 
taurants, clubs, hotels and night 
clubs. People at these places who 
would not ordinarily order ice 
cream should be more inclined to 
order these liqueur ices. 


discovered 


NEW MARKET FOR BULK ICE CREAM 


Over 1,000 extra galions of bulk sales to the 


ice cream company! Just think of it! 


The Evergreens, a beautiful countryside res- 
taurant near Dundee, Illinois—has been 
featuring an ice cream dessert drink for 
several years with great success. This won- 
derful drink is made of 2 spadesful of New 
York ice cream and *%4 ounce of customer's 
favorite liqueur or cordial. It is MULTI-MIXED 
for about 2 minutes and served in a chilled 


6 ounce sherbet glass. 


Result—a delicious, creamy-thick, velvety 
smooth dessert-drink that customers rave 
about! Its cost is only 22c. It sells for 80c — 
a very profitable margin. Summer or winter 
this all year round drink is a steady profit 


maker! You can do it too... 


Pictured here are customers being 


served a Brandy Ice, freshly made 


on the Multimixer. Also shown is a 


part of the Evergreen’s bar menu, 
listing these popular dessert drinks 


Read our ad on adjoining page for more details. 


PRINCE CASTLE soles div, inc 
LaSalle-Wacker Building 
Chicago 1, Illinois 
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Ponn Fruit 









































above zero. Ice cream cabiure: should run from 
20 below zero to 5 above zero.) 


(g) Order enough ice cream to fill your display and 

storage cabinets. Checking in one or two orders 

day or from a delay in placing it in the cabinet, per week will save you considerabie time. Max- 

cover the cabinet opening with the night lid for imum stocks will also give you greater variety for 
several hours. your customers. 

(f) Do not store ice cream in frozen food cases ex (h) Locate self-service type cabinets at maximum 
cept in an extreme emergency. Frozen food cabinet trafic spots or adjacent to closely related depart- 
temperatures are very seldom cold enough to keep ments. For instance, cabinets in food stores have 
ice cream. (Frozen food cabinets run 10 to 20 been located at check-out counters and adjacent to 

baked goods departments 
with excellent results. Cab- 
: . inets placed back-to-back as 
“island displays” in heavily 
traveled aisles also have paid 
‘ , dividends. 
5. Suggestions relating to mer- 
T | chandising: 

MADE TASTE | . (a) Clearly identify the ice cream 
\T CCF—— “center” by using signs, ban- 
ners, etc. Cabinet superstruc- 
tures have definitely proved 

It's a dessert... it's an after-dinner drink... to be sales builders. 
it’s a refresher that tops off a fine meal. And (b) Alternate illustrations and 

. there is PLUS bulk gallonage for you... 

Each restaurant bar is a prospect for hun- other material in superstruc- 
dreds of extra gallons of bulk per year tures frequently to keep the 
guph owe KES New Yor ee cg cabinet looking. diferent” 
Cordial or Liqueur. Your own customers will and to suggest a varied selec- 

welcome this profitable idea. It's a door- ‘ ‘ 

opener for your Salesmen on new accounts. tion of merchandise. 

Let us serve YOU one of these drinks when : (c) Display related items such as 









and club. 








you.come to the Show in Chicago! Taste it 
...see it made...learn how you can increase 
bulk gallonage to every restaurant bar, hotel aged cakes, etc., with ice 


sirups, nuts, wafers, pack- 


cream. 

(d) Use signs on cabinets to pro- 
mote ice cream as a bargain 
“health food.” Tell why with 
data on ingredients, vitamins, 
minerals, etc. Remind people 
that ice cream is relatively 
non-fattening. 


oe 


(ce) Promote special packages of 
ice cream packed in gallon 
and half-gallon sizes with a 
dipper, cones, spoons or ice 
cream dishes at a_ special 
price. 
(f) Offer a special “sundae pack- 
age” each week—a quart of 
ice cream with sirup and nuts 





d 
Sle 507 loke <«¢ tique ; 
l © Sh ur | , 
Next dagshe Drie an — | or some other topping for 
Saturde © the 0, k, IS990 |. j L d ly 
1% 29d Sung © Hote; making sundaes at home. 
Mo ¥. Se 
10 00 4,thru Thureast! 7:00 peer 20.2) (g) Promote combination deals 
ti! Yy, 
Write fo 7:00 Pam. Frider at 22.26 such as ice cream and cake, 
Ore nos ottesinformatie med. ice cream and frozen straw 
Ndin th nm if You 7 
; . es 
PRINCE CASTLE soies sacl berries, ice cream and malted 
LaSalle-Wacker Building “ies d re 
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SEVENTY -two Liggett Drug Stores in New Eng- 
land marked the beginning of the 1952 peak ice 
cream selling season by merchandising a total of 

187,408 Shake-A-Mighty dairy drinks in June. 
drinks consisted of four and one-half ounces of milk, 


These 


three SCOOPS ot stabilized ice milk and flavoring. 
The promotional campaign 
Reid, 


dising and purchasing for the drug chain’s fountains. 


was organized by Bob 
an imaginative executive in charge of merchan 


Discussing the results of the thirty-day program, Mr. 
Reid said it was the most successtul promotion of a sin- 
said 


gle item that the firm ever sponsored. “In short,” 


Mr. Reid. 


Impetus to the sale ot these dairy drinks was pro- 


“it was terrific!’ 


vided by a concentrated advertising program with em 
phasis on radio and television. 
ments on Station WCOP in Boston during the first 
week of June called attention to the availability of the 
Shake-A-Mighry Additional 
publicity the June 6 
ot Stars tele- 


comely 


Twelve spot announce 


drink in Liggett stores. 


was aci orded the 


campaign on 


20 programs ot the Cavalcade 
Daisy Meadows. svmbol 


the Whiting Milk Company, boosted the promotion on 


and June 


vision show. the 


her radio show and made personal 


| 
appearances at the 
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Liggett stores supplied by the Whiting concern. Vari- 
ous disc jockeys and sidewalk interviewers climbed on 
the Shake-A-Mighty bandwagon, contributing to the 
sales achievement. Newspaper advertisements were 
sponsored in key publications in Massachusetts, Rhode 
Island, Connecticut and Maine. 

Emphasized in all advertising, especially at points- 
of sale, were the facts that the low-butterfat drink was 
low in calories despite the fact that it contained a full 
sixteen ounces (one pint). 
twenty-three cents each. 


General selling price was 
The entire program was de- 
veloped in conjunction with Malt-A-Plenty, Inc. 
Not content to rest on its laurels, Liggetts is con- 
tinuing its full-scale ice cream promotional effort dur- 
ing the summer. Beginning the week of July 14, the 
company instituted a series of concentrated campaigns 
designed to reach unprecedented gallonage heights. 


From July 14 to 19, the point-of-sale material fea- 
tured an July 21 to 26 
“Ice Cream Festival” 
July 28 to August 2 
week. August 4 to 9 was “Peach” In coming 
weeks, emphasis will be placed on banana and choco- 
late flavors. 


“Tce Cream Circus” tormat. 


was designated as week in the 
chain’s outlets. 


was “Pineapple” 


week. 
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Here at last! The cabinet ice cream men have always wanted! 


Now Frigidaire HY-VIZ Zoro Solf-Server 








...With the HIGHEST VISIBILITY and the 
LOWEST TEMPERATURES of any cabinet ever built! 


For the very first time —here s an ice 
cream cabinet that can be loaded to 
full capacity and still keep even the 
top laver of ice cream as it should be 
kept. All packages are in the zero 
zone or helow. 

No more soggy ice cream or pack- 
ages that start to drip minutes after 
purchase. Frigidaire’s unique flowing 
cold envelops every package on all 6 
sides with sub-zero air. 


Biggest display ever! bve-catching 


pictures on the superstructure, plus 





frigidaire 
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the glass front’s “picture window” view 
stop and tempt customers to buy. And 
the wide open top means every pack- 
age is at customers finget tips — no 
reaching no stooping ! Can also use 
top of superstructure as display shelt 


for toppings and related items. 


See the Frigidaire Hy-Viz” Cabinet 
at vour Frigidaire Distributors offices 
or factory branches. Or write rigid- 
aire Division of General Motors. 
Dayton |. Ohio. In Canada, Leaside 
(Toronto ly). Ontario. 


= 


America’s No. | Line of Ice Cream Cabinets 















“WHAT A SELLING 
COMBINATION - 
WIDE OPEN TOP - FULL 
VIEW GLASS FRONT 

— EVYE-STOPPING 
SUPERSTRUCTURE |” 


"WHAT COLD - EVEN 
TOP PACKAGES STAY 
COMPLETELY FROZEN. 
EASY TO LOAD, TOO, 
AND THE MOVABLE 
DIVIDERS MEAN REAL 
FLEXIBLE DISPLAYS.” 
















AUTOMATIC DEFROSTING, TOO! 
NO MORE OF THIS MESS AND BOTHERL 














“YES -ICE CREAM NEVER HAD IT SO 
GOOD! OR STAYED SO GOOD N FIRM 
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Consumers bo For “Chek 


ONSUMER interest in ice milk products is high 
C in the section of the country served by the As- 

selin Creamery Company, so it is not surprising 
that the recent introduction of a standardized low but- 
terfat formula by the Quality Chekd Dairy Products 
Association, with which the Asselin concern ts afhliated, 
was greeted enthusiastically in Norway, Michigan. 

That's where Asselin maintains headquarters tor the 
manufacture of ice cream, ice milk and other dairy 
products. Branches are located in Marquette and Iron 
Mountain, Michigan. 

[ he new ice milk product, known across the country 
as “Chek,” has been produced for four months by the 
Asselin plant. Ice Cream Fietp asked W. A. Asselin, 
company executive, to comment on the sales picture. 

Mr 


| 
resuits cone lusively 


Asselin noted that it was too early to analyze 
a | “*hek”’ 


“tairls well. especially in the larger selt-service stores. 


but said that 1S selling 


° 
| 


gat) NEW CHEK 








CONES — 3 
TUBS — 10: 





He pointed out that the ice milk product is made to 
comply with the Michigan law calling for a maximum 
of 2), per cent fat content, and a comparatively high 
solids total amounting to thirty-five per cent. The prod- 
uct is manufactured on the same equipment used to 
turn out ice cream, and is packaged in 1/5 and '- 
gallon containers. 

Retail price of “Chek” has been set at thirty-five 
cents per 1/5-gallon and seventy-nine cents for the ', 
gallon. Mr. Asselin observed that the prices are ad- 
vertised “to keep the price structure as uniform as 
possible.” 

Three flavors are being sold currently. They are 
vanilla, chocolate fudge, and raspberry variegated. 
New flavors will be added as sales develop, Mr. Asse- 
lin disclosed. 

Also in the introductory stage is a program in which 
“Chek” is sold in bulk, with emphasis on a five- 
cent cone. “This provides a‘new approach to the 
development of a considerable amount of extra volume 
that is now going to other five-cent items,” Mr. Asselin 
declared. 

“Chek” was introduced by extensive radio and news- 
paper advertising. Brochures were sent to all dealers 
and appropriate advertising streamers were put up for 
point-of-sale appeal. 

Concluded Mr. Asselin: “ ‘Chek’ is a palatable prod- 
uct that combines well with fruits and flavors, makes 
excellent malteds, sodas and dishes, and brings a nu- 
tritious and wholesome dairy product to the consumer 
at a most attractive price.” 





POINT-OF-SALE signs used to advertise Asselin's “Chek are 
reproduced on this page. 
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INSULATED! B 


A Package to Keep Ice Cream Freezer-Hard 


from Store to Home 


WRAPPED ON 


ber Md $500 suremene DUAL UNIT” 


The Hayssen “combination” satis- 
fies a new trend in ice cream pack- 
aging. Already adopted by several 
leading manufacturers, the insul- 
ated package is a big advantage 
wherever ice cream is sold to 
carry home... meets the require- 
ments of open-top, cold cabinet 
merchandising. 

The new Hayssen Dual Unit cuts 
the right amount of corrugated in- 


sulated paper from the roll... 








BAKED GOODS 





VEGETABLES 
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IT Pays To wRrae THE # 


Ds 


bh 


FROZEN FOODS ODD SHAPES 


die cuts, scores and wraps it 
around the ice cream carton (no 
end seals used) ... transfers it to 
final wrapping station where the 
over-wrap is applied with a tight 
seal and perfect electric-eye regis- 
tration on all sides of carton. Both 
machines operate in perfect synchro- 
nization. lf desired, Hayssen Auto- 
matic Accumulator and Bundle 
Wrapper can be tied in for a com- 


plete packaging line. 





“Ss =6yourT 


DM mee. company 


Dept. ICF-8, SHEBOYGAN, WISCONSIN 


Since 1910, One of the World's Largest Manufacturers of Wrapping Machines 





SAVE 
HALF... 


Equipment 
and Floor 


Cost 
Space 


The final overwrapping unit 1s 


built close to and slightly above 
the insulation unit, saving valuable 


floor space. Hayssen machines 


cost far less—about halt what 
you'd expect to pay, and are noted 
for overall economy of operation 
and maintenance. Many Hayssen 


units are in use today that were 


purchased over 20 years ago. 


There's a Hayssen Wrapping Ma- 
chine for every type of product. Tell 

urapping problem ‘ 
we have the ansuer. 













“ #€& CREAMS 
AND SHERBETS 


assure toe Coy 
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PEACH of a promotion was conducted in June 
by Burt's Good Humor Ice Cream Company of 
Tulsa. Oklahoma to mark the firm’s twenty-fifth 


anniversary. 


The campaign was built around fresh peach ice 
cream, a flavor that ordinarily is featured later in the 
summer. Advertising via radio, newspapers and point- 
ot-sale materials heralded the ice cream company’s 
birthday special. In addition, free six-ounce cups of 
peach ce cream were distributed to members of such 
organizations as the Kiwanis and the local Chamber of 
Commerce during their June meetings. With the cups 
went a card advising that the twenty-fifth anniversary 
special of Burt’s Good Humor tresh peach ice cream 
was oftered with the compliments ot the ice cream 
manufacturer. 


A typical newspaper advertisement published during 
the June promotion is reproduced on this page. A 
sample radio spot announcement declared: “For real, 
down-right mouth-watering goodness, you can’t beat 
Burt’s tresh peach tice cream. This wonderful flavor 
is made with tresh, tree-ripened peaches, picked at the 
peak of their flavor. All during the month of June 
you can have Burt's tresh peach ice cream .. . for 
dessert, tor parties, and tor a cool, refreshing treat 
during the day. Enjoy this delicious ice cream often. 
Ask your neghborhood dealer for Burt’s tresh peach 
ice cream today.” 


48 





NEWSPAPER ADVERTISEMENT, featuring special color printing 
was used to publicize Burts Good Humor peach ice cream pro 
motion. The advertisement then was reproduced for point-of 
sale use. 





No Stone 
Unturned In 
Peach Promotion 


The climax of the month-long promotion was the 
June 25 breakfast meeting of the Green-T Club, local 
business men’s group. As host of this get-together, 
Harry B. Burt, President of the ice cream firm that 
bears his name, treated the members to an ice cream 
breakfast. Half-gallons of ice cream were placed on 
the tables together with fresh strawberries and cereal. 
Green-T members were told to “get busy” and fix their 
own breakfasts. Making free use of all available ingre- 
dients, they did just that. 

More 180 business executives attended the 
unusual event. Local newspapers publicized the Tulsa 
ice cream breakfast with feature stories and photo- 
graphs. 


than 


Sales for the ice cream concern exceeded those 
achieved in June 1951 by sixty per cent. Mr. Burt 
stated that the promotion of a special flavor, supported 
by adequate advertising and sampling, was responsible 
tor the gallonage increase. 

Incidentally, in planning the peach ice cream pro- 
gram, a contract was signed with the owners of a peach 
orchard which gauranteed the ice cream firm the peach 
crop that had been picked in July 1951. The peaches 
at that time were allowed to be fully ripened to that 
the maximum juice and flavor could be obtained from 
the fruit as well as from the skins. In the finished 
ice cream, a twenty-five per cent peach puree was used 
with excellent flavor results. 
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This Label on the Barrel 
ls Your Guarantee... 





ts 
for Quality — 
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* means a better finished product J 


~ 
28 years of continuous use by leading ice cream 


manufacturers firmly establish SURE-BET as the leader 


* 2. 
5, >. ‘ah 


~ 
. 


in its field. If, during this period you have not used 
SURE-BET, we invite you to try it now... to 
see why SURE-BET will do a better job for you in 


the production and sale of your sherbets and ices. 


WRITE NOW FOR A TRIAL QUANTITY 


. and if you have a production problem, let us do your 
experimental and research work. Our entire staff, 


complete laboratory and experimental plant are at your = 
service without charge or obligation. 3 
. 


PRODUCTS 
2656 W. CULLERTON ST SS CHICAGO &, ILLINOIS 


National Pecris Company 


Ice Cream Fiero, August 1952 

















A FOUR LETTER WORD 
meaning INCREASED VANILLA GALLONAGE 
especially when you specify 
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IRGINIA DARE EXTRACT CO., INC. 


BUSH TERMINAL BUILDING NO. 10 BROOKLYN 32, N. Y. 


Ice Cream Frecp. Aueust 1992 
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INSULATED PACKAGES of ice cream are produced in the Finke 
plant on the equipment shown above. In the top photo, Bill Finke 
watches as the corrugated paper insulating material is fed into 
the “Dual Unit.” In the center photo, Mr. Finke and Howard 8B 
Grant, Publisher of ICE CREAM FIELD, inspect the finished prod 
uct at the other end of the unit. The bottom photo illustrates 
how the package appears to the consumer 





‘TT HERE’S an ice cream manufacturer in midstate 
New York who has built a rather unique reputa- 

tion for himself. Dealers have learned to expect 
the unusual from Bill Finke, head of Finke Ice Cream 
Company of Ravena, New York. 


Not content with running a plant at capacity produc- 
tion, Bill Finke has pushed his walls out just a little 
This 


time Bill is pioneering and has in operation the first 


more to make room for another new machine. 


Hayssen “Dual Unit” ice cream wrapping machine. 
Thus food retailers handling the Finke line now have 
a pint package bearing its own carton insulation in 
Sherman corrugated paper and overwrap in colorful 
Marathon wax paper for brand and flavor identification. 


Noting the dealer and consumer reaction to the 
double wrapped package, Finke drivers reported the 


general belief that the new pint was considerably larger 


in size and quantity than the style previously offered. 
Of course this is due to the corrugated insulation which 
is efhciently die-cut, scored and wrapped around each 
ice cream carton as it goes through the first of the 
machines illustrated on this page. 


Sales Inducement 


From the consumer viewpoint, the self-insulated 
package, which protects the ice cream for at least an 
hour, is a great inducement to take some more ice 
cream. It was found necessary, however, to use a few 
demonstrators to advise the consumer that the new 
Zero sealed package feels soft to the touch only be- 
cause of the corrugation under the wax paper. These 
store demonstrators, starting in July, quickly overcame 
consumer reluctance to buy the package as they were 
able to explain the new insulating values. 

The Hayssen “Dual Unit” permits the double opera- 
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fo order your Supplies 


Call your 
Cherry-Burrell representative 








today and start your Planned Purchasing 
Program . . . avoid the expense and delay of 
shortages on vital items such as these: 


Cartons Overrun Scales 
Cups Syrups—Flavors 
Oils and Greases Boots—Shoes 
Fountain Service Tools Anti-oxidants 
Washing Powders Stabilizers 

.. and hundreds of other items. 
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Now is the time to think about and order the supplies you'll be 
needing for the busy summer months. But there is no need to 
build up excessive inventories... you can reserve your supplies _ 
for automatic periodic delivery through contract purchasing 
from Cherry-Burrell. 


Get Your Ice Cream Supplies Now 
Here's all you do... 


Ask your Cherry-Burrell representative to help you estimate 
your supply needs for the year and have him show you how 
to keep a running inventory that assures a safe stock of vital 
supplies at all times—and anticipate needs far enough in ad- 
vance to avoid shortages. Then, order those items on contract. 
Your supplies will be delivered on a regular, automatic sched- 
ule based on your production demands and at low prices based 
on your quantity requirements—that's Planned Purchasing. 


RKY-BURRELL CORPORATION 


427 W. Randolph Street, Chicago 6, Hil. 
Equipment and Supplies for industrial and Food Processing 


FACTORIES, WAREHOUSES. BRANCHES OFFICES 
OR ONSTRIBUTORS AT YOUR SERVICE IN S56 CITIES 











BILL FINKE {left) dis 
cusses with son Jerry the 
most recent expension of 
the Finke Ice 
Company 

New 


Cream 
plant et Ra 


vena York 





tion of insulation application and overwrapping to 
take place at the rate of forty-five pints per minute. 
Che Sherman corrugated paper comes from a 1000-foot 
roll mounted on the first section of the machine and 
is completely scored, slit and folded around the carton. 
Che machine does not use a glue seal nor are stickers 
required on the end folds. Complete “control” of the 
package iS maintained trom one unit to the next. 

The package is carried through the chain ejectors 


into a transfer convevor over to the paper “overwrap 


Sanity Spoor BOTH WAYS 


with 
MULHOLLAND 
DUBL-STRENGTH WOODEN 


Whichever end is touched first becomes the handie— 
thus protecting the oppesite end from possible con- 
tamination by soiled hends, es when extracting 
single end spoons wreng end first. Only MUL- 
HOLLAND DUBL-STRENGTH SPOONS offer this 
Dovble Convenence and Double Sonttary feature! Of 
course, MULHOLLAND SINGLE-PAK-SPOONS are 
evailable in the conventional shape if desired 
individvel wrappers, plein or printed with stock 
design or your NAME end TRADEMARK —in strips 
of 12, 18, 24 or 30— each spoon completely sealed 
after seperation from strip. Alse eveailable cut in 
singles, pocked in cortens ef 100, 1000 or bulk 
WRITE TODAY FOR SAMPLES AND PRICES 








JOHN H. ML LAND CO. 


NYY cwoner 








Milford 


the 
plicated with the printed wax paper overwrap. 


section of the machine where is du- 


Not 
shown in the pictures is a discharge chute which takes 
the finished packages to a stainless steel table where a 


operation 


girl places eight pints in each bag ready tor delivery. 


Takes Little Floor Space 


The new machine, according to Mr. Finke, takes 
litle of his valuable floor space (five feet by thirteen 
feet not including paper rolls) and saves considerable 
labor. He points out that the machine has an “electric 
eye” which insures accurate registration of the printed 
wax paper design so that it always appears in the cen- 
ter of the finished package. He also anticipates that. 
with continued use of the machine, plain cartons will 
be used for the ice cream and the overwrap will carry 
all of the printed matter and color. 

It is possible to adjust the new “Dual Unit” to 
slightly larger or smaller packages. With a big pint 
business through food store outlets, Finke anticipates 
steady use of the machine through warm and cold 
weather. 

Super market outlets served by the Finke organiza- 
tion are expected to benefit especially from the ice 


cream firm’s use of the new equipment, Mr. Finke 


said. 
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FOOTE & JENKS 


JACKSON, MICHIGAN 
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ITH the dairy industry’s “convention week” 

W sice: a month away, the major trade associa- 
tions are busily organizing their programs and 
arranging for the housing needs of an estimated 35,000 
persons who are expected to attend seven major con- 
”” >” 


claves scheduled tor the week of September ££ TO < 
in Chicago. 

Focal point of industry activity during “convention 
week” lavy Pier, where the 1952 
Dairy Industries Exposition will be held. The Inter- 
national Association of Ice Cream Manufacturers will 


next month will be N 


Conrad 
The National 


Cream Manufacturers will 


hold its forty-eighth annual conventton in the 
Hilton Hotel trom September 21 to 24. 
Association of Retail Ice 
meet for the nineteenth consecutive year from Sep- 
LaSalle Hotel. 

Among the other trade groups that will convene 
during the same week are the Milk Industry Founda- 
tion, the American Butter Institute, 


tember 25 to 27 in the 


the Evaporated 
Milk Assocication, the Dairy Industries Society. 
national, the 


Inter- 
National Ice Cream Mix Association, the 
National Association of Dairy Equipment Manufac- 
turers and the Dairy Suppliers’ Foundation. 


Che International Association of Ice Cream Manu- 
facturers anticipates that the Chicago convention will 
top all attendance records. The convention officially 
opens on Sunday, September 21. 
ticket 
to give members credentials and supply tickets for the 
various social tunctions from 9 A.M. to 5 P.M. on 


Sunday and the succeeding days of the convention. 


The reservation and 
desks in the headquarters hotel will be ready 


+6 


The first session of the convention will be the gen- 
This 
and all sessions of the ice cream group will take place 
in the Conrad Hilton Hotel, with the exception of the 


eral session on Monday morning, September 22. 


joint general session to be held all day on Wednesday, 
September 24, under the auspices of the International 
Association and the Milk Industry Foundation. These 
scheduled sessions will take place in the Sherman Ho- 
tel, headquarters of the Milk Industry Foundation. 

Plans for the ice cream meetings have been made 
public by Robert C. Hibben, Executive Secretary of 
the IAICM. President Ridgway Kennedy, Jr. will 
open the first session on Monday morning by discuss- 
ing “A Contemporary ‘Revolution.” A short business 
meeting will follow, keynoted by the Treasurer’s Re- 
port (I. N. Hagan, I. N. Hagan Ice Cream Company, 
Uniontown, Pennsylvania) and Mr. Hibben’s annual 
report. Brief talks will be given by Robert Rosenbaum, 
David Michael and Company; Burt Sweeting, Medo- 
sweet Dairies; and DISA President Carl Wood, 
Cherry-Burrell ne Hee Chicago. Other speakers 
during the September 22 general meeting will be Dr. 
Hugo H. Sommers of the University of Wisconsin, 
and Walter Hunnicutt of National Dairy Products 
Corporation, New York City. 

The Ice Cream Merchandising Institute has an- 
nounced final plans for two sales and merchandising 
sessions to be held on Tuesday, September 23. Tenta- 
tive plans for a third session under the joint sponsor- 
ship of the Institute and the Controllers’ Council of 
IAICM are being made and will take place on Mon- 
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220° 


This ice cream won't 

ever impress 

customers. Grainy ice 

&. crystals have formed, 
"4 destroying 
creaminess and its 
reputation, too. 


inside ice cream... 


is the secret of its sales! 


What a difference between these two ice creams! The creamy mix will 
stimulate sales; the grainy mix will not. And yet both were made 

the same way, with the same ingredients except for one thing: 

the smooth ice cream was stabilized by SPA*. 

The explanation is simple. SPA is the only gelatin created specifically 

for ice cream stabilization, and it does its important job to perfection. 

Here at last is a stabilizer you can depend on to help blend all the ingredients 
and produce a smooth creamy mix. You never get “flavor lock” when 

you use SPA. Instead, all the goodness of the ice cream bursts 

forth instantly on tasting. And of course it’s natural to stabilize ice cream 
with such a natural pure food product. 

Surprisingly, although SPA heips produce the kind of ice cream that 

sparks sales, it costs much less to use than other stabilizers or other gelatins! 
This fact alone should inspire you to try it in your own mix. Write today 

for the complete facts, and we'll include a copy of “This Is Your Business”, 
the fascinating story of stabilizers. 


of America. Ltd 


the oldest name 
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This smooth ice 
cream has extra sales 
power. It was 
stabilized by SPA 

to keep it creamy 
and satisfy more © 
customers. 


*T.M. REG. U.S. PAT. OFF, 


57 
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day afternoon, September 22, after the first genera! 
session on Monday morning. 

The first merchandising session will be devoted large- 
ly to sales of bulk ice cream with J. H. Meehan, Phila- 
delphia Dairy Products Company, Inc., Philadelphia, 
as Chairman, and D. J. Ball, Beatrice Foods Com- 
pany, Chicago, as Moderator. The morning meeting 
will feature a panel of four outstanding ice cream sales 


executives 


Che pane! wil open with a feport on the “New 
Haven Experiment” by Arthur Hall, Brock-Hall! 
Dairies, New Haven, Connecticut. Following this will 
be a presentation by A. C. Kunkel, Breyer Ice Cream 
Company, Philadelphia, on “Maintaining the Bulk 
Market.” J. C. McWilliams, Bowman Dairy Com- 
pany, Chicago, will deal with the subject “Profit—A 
Factor in Bulk Sales” and the wind-up before the open 
forum will be handled by Walter Skinner, Steffen 
Foods Company, Wichita, Kansas, who will discuss 
“Sumulating Dealer Interest in Bulk Sales.” Following 
the open forum A. L. Miller, Abbotts Dairies, Phila- 
delphia, will close the session with "What and Who 
Is Your Competition.” 

[he second merchandising session, scheduled tor 
Tuesday afternoon with Glen L. Weld, Bridgeman- 
Russell Company, Duluth, Minnesota, as Moderator, 
will present Harry Pripstein, Food Fair Stores, Phila- 


relphia, discussing “Packaged Sales Without Cut 


Price,” and Wade Hill, Kroger Company, Cincinnati, 
Ohio, analyzing “Merchandising Ice Cream in Food 
Markets.” Following the talks, an open forum will be 
held. Then two addresses—“The 1953 Sales Execu- 
tive” by Walter H. Johnson, Jr., Secretary, American 
Airlines, New York, and “This Game of Selling” by 
Dr. Frank Goodwin, University of Florida, Gaines- 
ville, Florida—will be heard. 


Production Meetings 


Three intormation-packed sessions of the Produc- 
tion and Laboratory Council await the production men 
this year, beginning Monday afternoon, September 22. 
Each session will include two or three papers, and a 
round-table panel. 

The kick-off session Monday afternoon will begin 
with a paper by C. K. Luchterhand, Milk Sanitarian 
of the Wisconsin Health Department. He will dis- 
cuss “The Public Health Aspects of the Ice Cream 
Industry.” This subject is closely related to the cur- 
rent industry problem of uniform milk grades. Dr. 
H. C. Olson of Oklahoma A & M College will follow 
with a paper on ‘Coliform Significance in Ice Cream.” 

The remainder of the afternoon will be taken up 
with a panel discussion of “High-Temperature-Short- 
Time Pasteurization of Ice Cream Mix.” Members of 
the panel will be men intimately associated with this 
problem. H. F. DePew, Luick Ice Cream Company, 


READY FOR IMMEDIATE DELIVERY: 


NEW OUTSTANDING 


KNOCK-DOWN 


LOW 


TEMPERATURE 
STORAGE BOXES 


ICE CREAM and FOOD 
Ee DISTRIBUTING PLANTS... 
SKD 360 | abe: | 
LOW : ee ~~ ie oe DAIRY and FOOD STORES... 
TEMPERATURE 4 RESTAURANTS... INSTITUTIONS 
STORAGE BOX 
Write for descriptive literature 


, = and prices. 


GRAND RAPIDS CABINET COMPANY 


427 ALABAMA ST. GRAND RAPIDS, MICHIGAN 
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What's corn 


doing 


“deep in 
the heart of 
Texas’’? 


Research discovered that drilling for 
onl could be expedited by the use of a 
binding agent made of a product of 
corn. This firmed up the side walls . 
also aided in the early flow of sludge. 
“Black gold” speeded by vellow corn! 
This is but one of the numerous exam- 
ples of how continuous basic research 
in corn helps American industry... 
helps you. 


Corn products in ice cream and ices 


Highest quality regular corn) syrup, 
high conversion corn syrup and dex- 
trose are recommended ingredients for 
various ice cream, ice and sherbet 
formulas. New techniques involving 
the use of corn products are being de- 
veloped as part of a continuing research 
program at Corn Products Refining 
(Company. 

If vou have a production problem 
why not check with Corn Products? A 
complete line of corn products for every 
purpose is available. Technical service 
is yours... no obligation, of course. 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N. Y. 


Manufacturers of 


PURITOSE CERELOSE GLOBE 
brand corn syrup brand dextrose brand corn syrup 
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with the NEW 


Eatend your route delivery service 
inexpensive MEYER PORTABLE. 

Converts any standard pick up truck of ‘+ ton or more into an 
efficient, fully refrigerated delivery unit in a matter of minutes. 


minutes 


atep TRUCK 
eed it! 


it! 


* QEFRICER 
when you “ 


w TEMPERATU 


where you want 


a Lo 


the PORTABLE includes a self-contained mechanical refrigerated 
CABINET 


unit which can be plugged into any 110 volt outlet. 
Capacity of this versatile MEYER PORTABLE 
ix 200 gallons and thick insulation in floor | 
and ceiling of 6 in. glass wool and 5 in. glass 
wool on all sides insures extended holdover 
periods with current off. 46 eu. ft. inside 
loading space. 


MEYER 

erable 

Visit OUR BOOTH 
=B-18 

CHICAGO NAVY 
PIER 


No installation i< 
conversion 
rides “free” 


necessary for this speeds 
since the MEYER PORTABLE 


on the floor of anv standard *, 


¥ 
— 


ard | ton pick-up truck. 
Further details furnished on request 


MEYER BODY COMPANY, INC. 


214 ELM ST. BUFFALO 3, N. Y. 


Sew the Latest in 
Retr gerated Truck 


Bodies 





Milwaukee, Wisconsin, will lead the discussion; Dr. 
W.S. Arbuckle, University of Maryland, will discuss 
the use of stabilizers with short-time equipment; and 
LD). T. Fitzmaurice, Cherry-Burrell Corporation, will 
speak on HTST engineering and the 3A Standards. 
It is anticipated that the timeliness of this subject- 
matter will stimulate considerable discussion from the 


audienc c. 


On Tuesday morning, September 23, Harold Dun- 
lap, H. P. Hood & Sons, Boston, Massachusetts, will 
show films illustrating “Recent Developments in Work 
Simplification.” The next presentation will be “Prep- 
aration of Low-Fat High-Solids Mixes” by Professor 
W. H. Martin of Kansas State College. Following this 
teature, G. A. M. Anderson, King Company, Owa 
tonna, Minnesota, will present his illustrated address 
on “Retrigeration.” The rest of the morning will be 
devoted to a special feature billed as the “Chicago 
Prio.” Chicago production men Max Halberstadr, 
Goldenrod Ice Cream Company, R. W. Bereiter, Bow- 
man Dairy Company, and a third Chicagoan, to be 
announced, will discuss respectively: “Fast Freezing 
Wind Novelty 
Lines,” and “Code-Marking Packages at the Freezer.” 

On the atternoon of the 23rd, [AICM’s counsel, 
Charles M. Fistere, will discuss “Our Case for Federal 


Tunnels.” “Increased Efficiency in 


Hi) 


Standards: The Food and Drug Hearing in Review.” 
The second paper on the afternoon program will be 
that of H. M. Windlan of the University of Georgia. 
Mr. Windlan will report on “A Study of the Vanilla- 
Sweetener Relationship in Ice Cream.” 

Something new will be added to this last session in 
the form of samples of citrus-flavored ice cream to ac- 
company the paper of Professor W. A. Krienke from 
the University of Florida on “Injection-Type Sauces 
tor Citrus Flavored Ice Cream.” 

The last session will conclude with one of the most 
timely of topics. George Putnam of the Creamery 
Package Company will lead a discussion panel on prob- 
lems associated with Cleaned-In-Place Sanitary Pipe 
Lines. Joining Mr. Putnam on the panel will be Dr. 
F. M. Skelton of the General Ice Cream Corporation, 
and Walter Ahlstrom of the Carnation Company, both 
of whom have been active with C-I-P research and in- 
stallations. 


Controllers Council Program 


The first joint sectional meeting of the Controllers 
Council and the Ice Cream Merchandising Institute 
will be held on Monday afternoon. The Controllers 
Council will hold its second meeting the next day and 
will discuss subjects of vital interest to accountants 


and all ice cream executives. 
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Another innovation of the convention will be a sec 
tional meeting on Tuesday afternoon, to be held under 
the auspices of the Statistical Research Committee, 
which will provide a thorough review of the present 
statistical projects of the International methods of 
sampling and reporting now used, and the exploration 
of new and necessary market research and other statis 
tical research projects necessary for industry guidance. 
This meeting, which will culminate in an executive 
session of the Statistical Research Committee, is open 
to all ice cream manufacturers. Executives will find an 
opportunity to present their requests for statistical 
studies which they think will be of value in industry 
management. 


Joint Sessions on September 24 


Ridgway Kennedy will preside at the first joint gen- 
eral session of the IAICM and the Milk Industry 
Foundation, set for the morning of September 24 at 
the Hotel Sherman. 


After a commentary on the film, Joe Malone of the 
Borden Company, Chicago, will presernc a paper on the 
reduction of costs in the management of milk and ice 
cream plants. 


Because the dairy industry is one of the largest of 
the highway-user groups, Arthur Butler, Director of 
the National Highway Users’ conference, has been in- 
vited to appear. The concluding speech of the morn- 
ing has been assigned to Reverend William Alexander. 

The joint session in the afternoon will be presided 
over by T. D. Lewis, President of the Milk Industry 
Foundation, and will be devoted to human relations 
encompassing employer-employee activities, group com- 
munication, and the teaching of basic economic facts to 
employees. 

A case history built around the experience of Union 
town business executives will be presented by I. N. 
Hagan. He will be followed by Rear Admiral Fred 
J. Bell, Director of Human Relations at McCormick 


and Company, Baltimore, under whose direction the 
McCormick organization has developed an enviable 
reputation in the field of employee relations. 

Dr. Robert K. Burns of the Industrial Relations 
Center of the University of Chicago will discuss funda- 
mentals in economic education and the techniques em- 
ployed by firms for which he is a consultant in dis- 


Fill aud Decorate Limperte 


The delegation will be given a preview of the weight- 
reduction movie prepared at Michigan State College 
under the supervision of the National Dairy Council. 
This feature has attracted the interest of physicians, 
public-health officials, and educators. It does a con- 
structive job of teaching the utilization of all dairy 
products, including ice cream in reducing diets. 





ICE CREAM TARTS 


Plan now for a big tart promotion next winter. 
Limpert offers the complete ‘‘package’’ on the 
frst 1\CE CREAM TART of superior flavor and 
appearance that can be merchandised aggressively, 
stored indefinitely and produced economically. 
Decorated with extruded ice cream by Limpert's 
exclusive methods and special attachments for 
$ d filling machine. WRITE FOR FULL 
ETMALS SHOWING HOW TO SAVE 10c 
20c per DOZEN TARTS. 


Oo 
BROTHERS, 
INC. 
Makers of Fine Fruits and Flawors 
VINELAND, NEW JERSEY 
New York Office: 33 W. 42nd Str. 


Ice Cream Fiero, August 1952 6] 





seminating basic economic data. These programs are 
designed to give employees a clear understanding of 
the economic factors affecting government and Amer- 
ican business. 

At the conclusion of the session, M. G. Van Bus- 
kirk, Secretary of the Illinois Dairy Products Associa- 
tion, will present Dr. J. Donald Phillips, President of 
Hillsdale College, one of the nation’s outstanding 
group-discussion leaders, who will develop an open 


forum on employer-employee relationships. 


Retailers Planning Meeting 


L)p-to-the-minute tOpics will be on the agenda of 
problems to be discussed at the convention of the Na- 
tional Association of Retail Ice Cream Manufacturers. 
Through pre-convention questionnaires, members will 
be asked to indicate the problems which are of greatest 
interest and concern to them, and also who they would 
On the 


basis ot the answers [to the questionnaires, the agenda 


like to have disc uSS the respective problems. 


and speakers will be determined. 


There will be two main divisions in the business ses- 
sions of the convention: Merchandising and Produc- 
tion. Under each division, about a dozen topics will 


be teatured. 


In order to allow for greater participation in dis- 
cussion sessions, there will be several groups in the 
Merchandising section operating simultaneously. The 
agenda tor each session will be outlined in the official 
program. 


Obviously. a single convention attendant cannot at- 


tend every In order that 
} 


he may get tull information on those sessions he is un- 


session of the convention. 


able to attend. a complete record of the discussions in 
each section will be made and mailed to all convention 


attendants following the convention. 


Clinic Scheduled 


In the Production section, there will be featured the 
lce Cream Analysis and Sampling Clinic. The clinic 


is non competitive as tar as the entry ot samples is 


concerned; the SCOrTIN is for the purpose of compari- 


sons against a standard and against other samples sub- 
mitted, but on a purely anonymous basis. 

A tentative list of speakers and topics for the Pro- 
duction sessions has been announced. 

Che list includes “The Production of Ice Milk and 
Milk Shake Base,” E. C. Scott; “Some Factors Affect- 
ing the Production of Soft Ice Cream and Ice Milk,” 
Dr. John Sheuring; “Soft Ice Cream from the Pro- 
duction Man's Standpoint,” Peter Strohecker; “Freez- 
ers for Making Soft Ice Cream and Ice Milk,” Claude 
BK. Wells; “The Batch Freezer, Its Operation and 
Maintenance,” speaker to be announced; “Batch Freez- 
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er Operation from the Production Man's Standpoint,” 
Everett L. Rhodes; “The Holding Method of Pas- 
teurization vs. HTST on the Efficiency of Stabilizers 
and Emulsifiers in Ice Cream Mix,” Dr. P. H. Tracy; 
“Recent Advances in the Field of Stabilizers and Emul- 
sifiers,” speaker to be announced; “What’s New in 
Hardening Rooms and Equipment for Maintaining 
Hardening Room Temperatures,’ George Anderson; 
“What's New in Flavoring Materials for Ice Cream,” 
Paul W. Thurston; and “What’s New in Detergents 
and Wetting Agents for Ice Cream Manufacturers,” 
E. A. Robinson. Professor W. H. Gregory and Dr. 
W. C. Winder will also appear but have not yet an- 
nounced their topics. 


The Ice Cream Breakfast, originated by Ice Cream 
Fietp at the association's in New 
York, and widely copied in the industry since that time, 


will be held Saturday morning, September 27. 


1948 convention 


Idea Contest 


In addition to the novelty of soft ice cream in com- 
bination with fruits and cereals for breakfast, there 
will be excellent entertainment. The annual Ice Cream 
Furtp awards for the best and most practical “business 
idea of the year” will be made at the breakfast. 

Due to the fact that there will be only two nights 
during the convention, it has been decided to combine 
the annual banquet and the Associate Member Night. 
The annual banquet and the Associate Member Night 
are the social group highlights of the convention. Fun 
and relaxation are the order of the day at these events. 
The combined event will take place on Friday night, 
September 26, from 7 P.M. until midnight. 

The ladies attending the convention will meet at a 
special get-together, to be held on Thursday afternoon, 
September 25th. 

During the convention there will be special recogni- 

tions given to the association members who have se- 
cured new members during the year. The 1952 year- 
book will be distributed. 
McK. Birmingham, ‘President of Born’s 
Dairy Company, Erie, Pennsylvania, is General Chair- 
man of the convention; with William E. Clegg, Silver- 
wood Dairies, London, Canada, in a counseling ca- 
pacity. Anthony G. Kainz, Kainz Dairy Stores, Chi- 
cago, will be Honorary Convention Chairman and Mrs. 
Kainz will be official Convention Hostess. Dr. Charles 
W. England, of C. Y. Stephens Dairy and Poultry 
Industries, Washington, D. C., will have charge of 
the Production division, and will be assisted by Ross 
J]. Winning of G. P. Gundlach Co., Cincinnati, Ohio. 
Walter Dotterweich of Franklin Ice Cream Company, 
Cleveland, Ohio, will be General Chairman of the 
Merchandising sessions. Edwin L. Maier will be Chair- 
man of the Associate Member Night. 


Hobart 
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The fact that here at Vanilla Laboratories we 
make Pures, Blends, Concentrates and Powders 
is the reason our specialists can find the 


right Vanilla for the product of any Vanilla user. 


We say this advisedly, for there are several 
varieties of each of these four basic Vanillas, and 
each variety can be divided into any desired 
fraction and combined with different fractions 

of any or all the other varieties. So you 

can readily see the practically unlimited number 


of different formulas we can make. 


That is the reason we say, “If you have a 


Vanilla problem, we can solve it.” 


ROCHESTER, N. Y. 


PURES—BLENDS—CONCENTRATES—POWDERS 
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Producers Tell 








the General Ice Cream Corporation, Schenectady, New 
York, opposes the idea of competitive brands in a 
single outlet. “We believe this is uneconomic and un- 
necessary To torestall this, we would offer a dealer a 
secondary price brand if he telt a need for such a 


package. 


Mr. Hovey acknowledged that General has a few 
outlets in some markets the also afte served by com: 
petitors. “We won't refuse to serve them,” he said, 
“but we do not believe the practice should be en 


( ouraged - 


“Danger” In Multiple Brands 


Agreement with this point of view was offered by 
Mr. Miller of Abbotts. 


problems In serving these tood stores, and we won't 


He said. “We have no real 


have any providing we can hold an exclusive. How 
ever, there is a danger when two or three brands are 
handled in the same store as it causes quite a bit of 
confusion. In my opinion, this practice is creating an 
evil which will spread to the independent stores sooner 
or later.” 


A spokesman tor a large dairy Organization, with 
headquarters in the south, commented that “only in 
rare cases does the nirm have a competitive brand of 
ice cream in one store. “However,” he noted, “we 
notice a growth tow ards the store considering ice cream 
in the same light as milk and stocking as many as three 


( OMpetitir ec brands.” 


Che same executive cited the question of appropri 
ate ice cream cabinets as a “special problem” in the 
supplying of tood stores. “We are currently solving 
this problem with a program of selling open display 
cabinets to the super markets,” he disclosed. 

Delvale Dairies does not consider the problems in 
herent in serving tood stores to be of major propor 


trons 


“It's an educational job essentially.” savs Mr. 


Gosnell. 

“The most difhcult problem to overcome is keeping 
the cabinets clean, orderly and defrosted regularly, as 
well as rotating stock. The store managers feel that 
this 1s the responsibility of the ice cream company and 
ir is only atter they have been convinced of the sales 
volume and turnover potential of tce cream that they 
become interested and cooperative. 


| 
tO snow the 


It is important managers tacts and 
hgures. 
lol] i 
management to get dollar volume and when they find 
} ] ’ ] P 
an item that will help take the pressure off, they are 


7 | S| } 
quick to pecome helpful. 
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Chey are being hounded constantly by their 


“Keeping the cabinets well-stocked with a variety of 
favors is a must. We use self-service cabinets with 
lighted superstructures, and a half-filled, disorderly 


cabinet can decrease sales as much as fifty per cent. 


“We have assigned special trucks and trained route 
We en- 


courage and help promote tie-in sales. Above all, we 


men to handle our food stores exclusively. 


endeavor to get our cabinets near the cashier or check- 
out counter.” 


With regard to competing brands in one store, Mr. 
Gosnell cited the situation prevailing in two national 
chains served by his firm. The competing brand in 
these stores sells for less than the regular Delvale and 
premium brands; nevertheless, Delvale’s lines have 
outsold by four to one the cheaper variety. 

Delvale has not found a single instance in which 
two competing quality brands are offered in the same 
store at equal prices; invariably it is a cheap brand and 
a quality brand that vie for the consumer’s attention. 

“The management of the chains seems to like this 
for they feel this enables them to have a corner on the 
low and high part of the ice cream dollar, as they do 
with canned goods and many other items which they 
carry,” Mr. Gosnell declared. 

Land O’Lakes Creameries finds that delivery prob- 
lems are the most vexing in connection with food store 
ice cream selling. “With the open type glass front 
cabinet, the merchandise must be arranged properly 
so that the display will look neat and will merchandise 
itself at all times,” Mr. Ackermann stated. “We try 
to solve this problem by having the ice cream arranged 
on the delivery truck as conveniently as possible, and 
by packaging with identification so that the driver 
will spend a minimum amount of time in finding and 
placing the merchandise.” 

The Minneapolis concern is not bothered about 
competing brands of ice cream in one store. While it 
does share outlets with competitors, the problem is 
not considered to be serious because of favorable sales 
results. 


W ho owns the ice cream cabinets in food stores 
and is ice cream the only product sold from these 
cabinets? 


Abbotts Dairies owns all the equipment installed in 
the food stores served by the firm. Only ice cream is 
sold from these cabinets, the ICE CREAM FIELD 
survey showed. 

The same situation applies to the outlets served by 
the dairy organization with headquarters in the south, 
referred to above. 

In every instance, Delvale supplies and maintains 
the ice cream cabinets in food store outlets. Ice cream 
is stocked exclusively in these cabinets, and there have 
been “very few” occasions in which the firm has had to 
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BIGGEST 

“HALF” 

IN ALL 
ICE CREAM 
TRADE PAPER 


HISTORY 


. . . ICE CREAM MANUFACTURER 
CIRCULATION AT ALL-TIME HIGH 


8,163 


PER ISSUE’ 
Ice Gream Field 

















FOOD CHAIN installation of open type glass 
front ice cream cabinets by Finke's Ice Cream 
Company, Ravena, New York, is pictured at 
the left. Note the displays of related foods 
in the vicinity of the cabinets. 








request food store managers to remove frozen juices or 
other products. 

This is the cabinet ownership plan sponsored by 
Land O'Lakes: In most cases, the cabinets are on a 
rental arrangement whereby the account has the option 
after the first year to apply the first year’s rental to- 
ward the purchase price, leading eventually to the pur- 
chase of the cabinet on a conditional sales basis. 


land O'Lakes finds that the larger food stores have 
sufhcient cabinets to display ice cream and frozen foods 
separately. “In some of the smaller stores,’ Mr. Acker- 
mann said, “we find that they will feature frozen foods 
along with the ice cream in our cabinets, and we suggest 
that they get a cabinet large enough to display both 
items adequately.” 


What techniques do you employ to encourage 
ice cream sales in food stores? 


From the south, came this response: “We find that 
demonstrations and large window posters encourage 
sales in food stores. Also, we frequently award prizes 
tor outstanding merchandising performances in these 
stores. 

Abbotts believes that if the equipment is placed in 
the proper location within the store and it is kept in a 
clean and orderly condition, sales will increase. 


Land O'Lakes tollows five principles in. merchan- 


dising ice Cream in tood stores, as tollows: |) Proper 


placement Oo! point ot-sale advertising. 2) Cooperative 


newspaper advertising. 3) Sampling, especially during 
heavy trathe hours. 4) Tie-in-sales with related toods. 
5) Proper placement of modern self-service ice cream 
cabinets. 

Delvale does not run ice cream sales, nor does the 
firm cut prices. A combination offer of a dipper and 
a halt-gallon package of ice cream was received en- 
thusiastically by consumers. Sampling is another Del- 
vale technique that has paid off. Point-of-sale materials 


also are used extensively, 


HOH 


What about soda fountains and bulk ice cream 
in super markets? 


Soda fountains in food stores is “a coming trend,” 
according to Mr. Ackermann of Land O'Lakes. His 
firm already is supplying numerous food stores that 
have installed fountains. Mr. Ackermann predicted 
that food stores with soda fountains will be found 
mainly in the new large suburban shopping centers 
rather than in the smaller type of market in the metro- 
politan areas. “We believe that ice cream, if properly 
merchandised, will prove to be a great profit builder 
in these outlets,” Mr. Ackermann declared. 

Delvale’s Mr. Gosnell also feels that bulk ice cream 
eventually will be sold in large quantities in food stores. 
He noted, however, that the idea of soda fountains in 
super markets thus far has not caught on appreciably 
in his area. 

The ice cream firm reporting from the south con- 
firms the fact that not too many food stores have in- 
stalled fountains. “Those who do, however,” it was 
stated, “are finding them welcome adjuncts to their 
business, because people who stop and shop naturally 
spend a little more time if there is a fountain handy.” 

The experience of Abbotts Dairies, which does not at 
present serve any food stores with soda fountains, 
coincides with the consensus that, while the idea may 
become a formidable factor in ice cream merchandising 
in future years, not too many super markets today 
boast fountain installations. 

This is not to say that the lack of a soda fountain 
precludes the sale of bulk ice cream in super markets. 
The experience of several West Coast food chains con- 
tradicts that notion. Many of these retail groceries 
have invited ice cream companies to set up concessions 
to hand-pack and sell bulk ice cream because it does 
not interfere with the self-service cabinets which sell 
factory-illed pints, quarts and half-gallons. 

This idea originated in the many self-service drug 
stores in California, where hand-dipped ice cream is 
considered as a trafhc builder. Emphasis frequently is 


Ick Cream Fiero, August 1952 





Weathet-Mls 7~ 


CONSTANT COMFORT COLD- ROOM CLOTHING 


__ 


"TVS walt 
4 “ LA 





@ 88 SOCK’ 


NEW DESIGN and Insulation Provide: WARMTH without WEIGHT 


Light-as-air for complete freedom of movement. Made of DuPont Nylon with non-disintegrating 

Shirt and slack suit weighs only 39 ounces. “Air-Cell Insulation” process by exclusive formula. 

Equal warmth from 40 below zero to 60 above. 

No body jarring temperature changes. 

Maximum efficiency—saves man hours—cuts 

overhead. 

Gives driver-salesman neat summer look in winter. Proved by coact to coast tests over the past 7 years. 

Worn over summer underwear, under summer Used successfully by The Borden Co., National 
coveralls or shirt and pants. Dairy Products, Breyers and many others. 


O,iginated, manu actured and distributed exclusively by 
INSULATED CLOTHING MANUFACTURING CO., INC. 


33 East 38 Street, New York 16, N. Y. @ Phone: MUrray Hill 3-2125 








Dry cleaned or hand washed. 
All products guaranteed ... full credit refund if 
not satisfied. 
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placed on ice cream cones, which lure youngsters and 
their parents. 

Typifying this trend is the dipping set-up established 
about a year ago by the Golden State Ice Cream Com 
pany in the baking concessions of various super mar 
kets around Los Angeles. The ice cream department is 
operated as an adjunct of the bakery and in most cases 
aoes not have a tavorable location within the store 
Nevertheless, some of these installations have been 
running as high as 900 gallons of hand-dipped cones, 
cone cups, pints and quarts per month. 

Do you manufacture special products at special 
prices for your food store accounts? 

Responded the spokesman tor Land O'Lakes: “We 
do not manufacture anything that does not fit into any 
other account.” 

Answered the Delvale representative: “We do not 
manutacture a price item. Sound thinking indicates 
that while tood store outlets are desirable, the inde- 
pendent stores such as drug stores, contectioneries, eo 
must not be overlooked altogether. Our chain store 
customers usually sell our products for one or two 
cents below the independent dealer’s price, but this has 
not become a major problem. We insist upon maintain 
ing our reputation for one consistent high quality prod- 


uct and thus tar have been successful in doing so.” 


Abbotts does not manufacture any special products 
at special prices for the food store trade. Mr. Miller 
pointed out that, in his opinion, “super markets are 


less difficult to handle than our other outlets.” 








One company polled by ICE CREAM FIELD finds 


Ss TO VAN.-SAL it necessary to manutacture a low-priced product for 


its food store accounts. An executive of the previously 

SA\ mentioned southern-based dairy concern explained 

VAN ‘ LLA NAN: that these stores do not demand the high gross required 

+ by the average drug store, and “rather than have them 

Country-wide . . . the 5 kick our brand around, we supply them with a traffic 
popular vanilla in the ice cream pacmage. 


W hat about the future with regard to ice cream 


industry is Van-Sal. More and merchandising in food stores? 
more ice cream manufacturers are swinging That the super market will continue to expand as a 


key outlet for the products ot ice cream manufacturers 
over to Van-Sal because: for years and 
was the virtually unanimous Opinion ot the industry 


years, Van-Sal Vanilla has demonstrated leaders questioned by ICE CREAM FIELD. 


‘ 








that if costs less, goes farther, does Mr. Gosnell of Delvale declared that “the future 
3 , tor ice cream sales volume in the food store outlets ts 

more. Taste tests prove its ! 
unlimited. Ice cream departments have yielded a great 
popularity; cost records prove its er dollar volume per square foot of space than any 
economy. Be ahead . ais other tood section. We are proud ot the progress we 


have made In Our tood Store outlets but we do not tee! 


with Van-Sal. H\¥ , ——_* 
Yas we have done much more than scratch the surtace. 


+ Mr. Ackermann ot Land O'Lakes teels that “more 


and more ice cream will be sold in the tood stores 


as time goes on, with half-gallon, gallon and 2! ,-gallon 


x 4 MAHON EY EXTRACT C0 containers receiving the greatest emphasis. 
. oa s P . aa yy | 
And Mr. Hovey of General concurred: “We believe 
Sally #. WMakoney, Pre3. ¢ 


: the super market will be the largest outlet tor ice 
221 &. CULLERTON RD. CHICAGO 16, ILL. 


1 ** 
cream that we will serve 1n the Vears to come. 
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tks Mapper Here! 


o «+ YET SCRAP INVENTORIES ARE ALARMINGLY LOW. YOU ARE BEING 
COUNTED ON TO HELP KEEP THE FURNACES WORKING... TO AID DEFENSE 


With our increased steel production, the 
furnaces are gobbling up an enormous amount 
of iron and steel scrap. 

More—far more—scrap than is at present 
going into their scrap stockpiles. 

Many mills are operating on a hand-to-mouth 
basis. Some are already threatened with shut. 
devin—for lack of scrap. 


The Danger Is Increasing 


Will efforts to fill the tremendous 
demands for steel fail because of 
lack of scrap? 

Steel is made from 50% scrap. 
We could be severely handicapped 
— in our aim to keep abreast of both 
military and civilian requirements 

if scrap suppliers can’t keep pace 
with productive capacity. 

But they can keep pace . . . with 
your help! 


Enough Scrap IS Available! 

Yes—the only problem is to get the available 
extra scrap from where it is—to where it’s 
needed. 

Where is it? 

In your business . . . in the form of old ma- 
chines and equipment, tools, implements, dies, 
jigs, fixtures, outmoded structures, chains, 
valves, wheels, pulleys—any old iron and steel 
that’s rusting away. 


Six Million EXTRA Tons Needed! 


By the end of 1952, we'll be producing stee! 
at an annual rate of 20 million tons more thau 
in 1950. That means we will need at least 6 
million more tons of scrap than we've ever 
needed before. 

It’s up to you. W - at once to Advertisin. 
Council, 25 W458 New York 19, N. =. 
for a fren copy of “Top Management Your 
Program For Emergency Sc rap Resowens" 

Please write today—there’s not a day te lose. 


NON-FERROUS SCRAP IS NEEDED, TOO! 


This adcertisementisa contribution, in the national interest, by 
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MACAROON ICE CREAM ROLLS 


Sf 

‘ 18 OZ. ROLL 
serves 4 or 5 
generous portions. 


QUART ROLL 
serves 7 to 
large portions. 


“— Vouu 
NAME 


HERE'S ALL YOU NEED... a 
wire mold trame and inexpens ve, 
paper liners and discs 

PATENT PENDING 
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made with inexpensive .. . 
easy-to-use WIRE MOLDS 


You will like the ease, speed and ECONOMY of 
preparing this really different ice cream specialty 
with the WIRE MOLD METHOD. We will supply 
everythinz you need to produce this profit-making 
_ ice cream roll. . . wire frames, 
ice Cream Rett discs, liners, window cartons, de- 
licious macaroon crunch and color- 
ful point-of-sale posters. Let us 
show you the way to greater 

profits. Write today! 
Quart and 18 oz. roll cartons spe- 


cially imprinted at no extra cost 
in quantities of 1,000 or more. 
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LUDWIG-LOCKHART COMPANY, 318 North Third Street, Minneapolis 1, Minn. 








Retailers Tell 


Bay area, the San Mateo Peninsular and Sacramento. 
They teature “treat of the month” flavors, which stim- 
ulate a five per cent increase in sales. Special price 
offerings (cut rates) are discouraged. 

“We hold to a standard price as tar as possible,” 
said Camillo Cassina, assistant manager of Lucky’s 
newest super market at 215 East 18th Street, Oakland. 
"Our sales have enjoyed a steady increase since the 
first of the year,” he continued, “and we attribute the 
gain to the fact that the public is becoming more and 
more ice cream minded. Also, fewer people are making 
their own ice cream because they can purchase it in 
the stores tor less money and ata considerable Saving 
ot time and labor. We find also that people like to 
‘play’ with toppings, that is, they buy a quart or two 
of vanilla and a ten-cent can of syrup (chocolate, but 
terscotch, strawberry, cherry and pineapple), take them 
home and prepare a treat in their own way and to their 
particular liking. 

“Thus tar we have taile ‘te any drop in sales 


1 1 
due to mk reased use OT home cabinets. Ort course we 


would not be especially familiar with this trend be- 
cause, as already stated, we do not sell in bulk quan- 
tities. We have noticed, however, that where we form- 
erly sold single packs in pints and quarts we now sell 
double the quantity to customers. 


“Our overall ice cream sales of Lady Lee for the 
month of May totalled 5,482 gallons and for June the 
volume increased to 6,053 gallons. July sales, before 
the close of the month, pointed to a continued upward 
trend.” 


Cabinets Close To Entrance 


Lucky Stores management has found it profitable 
to locate the ice cream cabinets close to the main en- 
trance. To attract the customer's attention, a large 
neon sign is suspended over the refrigerated boxes. The 
several compartments of each cabinet contain different 
flavored ice cream packages, each flavor attractively 
explained on colorful cards which have proved a 
marked stimulus to impulse buying. The different 
flavors run from black raspberry to burnt almond, 
packed in pint and quart bricks. Novelty treats are 
displayed in many cabinets and are popular tor parties 
and anniversaries. 
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Our View 








‘ ' ? 
tween small neighborhood stores and super markets 


d | ’ 

need not be any greater than is normally reflected 
1 

general operating economy, resulting in greater profit 


contridutions to over-all results. 


One of the major developments resulting from in- 
creased tood store merchandising is the styling of ice 
cream packages to contorm with needs ot self-service 
shopping. The ice cream package must do a selling 
job, attracting customers through appetite-appealing 
illustrations, and making it easy for them to identify 


and select the flavor and brand they want. 

Large volume selling has spurred the adoption of 
merchandising techniques to increase volume and turn- 
over, such as maintaining full stocks, full stocking of 
half-gallons as well as pints, dressing displays, multiple 
unit pricing, etc. Fast-moving popular special flavors 
are now regularly scheduled so they become an asset 
to sales, lending an extra push and increasing unit 
sales. Related items, tie-ins and other special promo- 
tion activities centered around the ice cream cabinet 


also build store-wide volume. 


Advances have been made in the education of de- 
ivery and store pe rsonnel regaral Met tne keeping qual- 


; 
ities OF ice cream, diff erences In Havors and qualities, 


’ 


variety stocking, and 


aot. , 
This is the 


' ' 
economy Of larger sizes, Value oO! 


care ot the merchandise in the cabinet. 
hew conception of ice cream selling, and is attributed 
largely to the influences of self-service shopping. 
The phy sical set up of the tood Store 18 a big factor 
in ice cream sales. Determination of the position ot the 
ice cream department in the store and the amount of 
cabinet space required is an important consideration 
cabinet 


in ice cream merchandising. Location of the 


in a high trafhe spot for maximum exposure is essential. 
Ice cream must be kept rock hard constantly to main- 
tain its best quality. It requires a lower temperature 
than frozen foods. The appearance of the product and 
the condition of the cabinet can play a big role in win- 
ning or losing sales, so the same careful housekeeping 
treatment must be applied to ice cream as is given pro- 
duce and other perishables. 
he need for merchandising training—an educa- 
tional job enabling the dealer to take full advantage of 
the big volume in ice cream if merchandised correctly 
has become evident. Nearly everyone likes ice cream 


and will buy it if it is made easily available in an at- 


tractive manner. 


Bill Finke switches to... 


erage Insulated Packages! 


@ Bill Finke is head of the progressive Finke 
Ice Cream Company in Ravena, New York. 
@ He shared the ice cream executive's 
dream of an all-purpose wrap: a wrap 
that would protect his product, keep it 
COLD, yet run perfectly on his auto- 
matic die-cutting and creasing packag- 

ing machines. 

@ Then he discovered the Sherman Corrugated 
Insulated Ice Cream Wrap. It surpassed his 
expectations on every point. 

@ No wonder Bill Finke is enthusiastic 
about the new Sherman insulated pack- 
aging of his fine ‘‘Forty-Niner’’ Ice 
Cream! 





Whether you use corrugated in rolls for automatic packaging machines, or corrugated in sleeves for ice 
cream packaging, you should know that Sherman makes both. Investigate the Sherman Corrugated Insulated 
Ice Cream Wrap! You'll find, as did Bill Finke, that it's really the best for you! Write Dept. F8 for samples. 


Shemun 


Chicago 


*For complete illustrated story sée page 52 


PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS 64, MASS. 


Los Angeles New York 
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OC Formula?Z 


| | ; } 7 | { 1 ' } 
We shall ‘el Highly obiiged if you very kindly, heip us 


by sending a 6 Dutterftat formula for tice cream at your 


! ' 
rt convenience We are noting down the raw materials 


. Milk 

0 ( ream 

Sweetened condensed milk 
Skimrnilk powder 
Stabilizer 


( ane sugar 


Answer 


A six percent butterfat formula for ice milk is included at 
this time. Since I do not know the composition of your 
sweetened condensed milk, | am using dry skimmilk as the 
source of extra serum solids. Also, I am not certain of the 
strength of your stabilizer. I therefore suggest just .2% , but 
if the ice milk resulting is not satisfactory from the stand- 
point of body and texture, you should increase the stabilizer 
content or decrease it as the case may be. 


ICk MILK FORMULA 
50°, Cream 2.90 
6° Milk 75.40 
Dry Skimmilk 6.50 


Sugar 15.00 
Stabilizer 20 


100.00 


Cans kor bore ( ZI) Vv Skimmilk? 


ere , ] ; 
What kind of cans do tor treezing condensed 
skim? We tned treezing le in the same type of new tins 
| } | ! 
we use for cream, iot of icakaye, especially 


} t | 
around the handles 


* 


a 
~ -_ 


Answer 


The cans that we use for storing our frozen condensed 
skimmilk are the same as we use for storing frozen cream. 
We occasionally notice that the seams crack after the con- 
densed has frozen, but seldom have we ever had any leakage. 
The cans hold the condensed milk very satisfactorily, but 
upon thawing, when the seams have split, we then naturally 
have some leakage of the thawed condensed milk. 

More pressure is generated in condensed milk than is gen- 
erated in cream and that is the reason for more split cans. 
I do not know of any other container that would be more 
satisfactory unless you could find some plastic bags and card- 
board available in your neighborhood such as are used by 
others for storing cream. 


Loow Lactose Milk Manufacture? 


[ would appreciate your sending me any information you 
have available on the production of low lactose milk for 
ice cream manufacture that can be manufactured in a plant 
without the use of a milk dryer. 


p dns weer 


During the war, quite a bit of interest was manifested in 
high solid products for ice cream. This can be made in the 
plant, even if you do not have a milk dryer. A set of direc- 
tions for making this product, developed by Dr. T. R. Free- 
man, is enclosed. 


Faster Whipping of Mix? 

I would like to know if I can get some information trom 
vou on how I can get faster whipping ability on my mix. 
It seems that if I age the mix for about four days it will 
whip faster, but not like it should. 


1 have a batch freezer. and I always see that the blades are 


sharp. Do you think it can be in my figures? I make a 


13°- mix. 
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150.0032 Sugar 
3.4022 Stabilizer 
35.462 Skim. Powder 
491.553 3.77". Milk 
319. 59s 35°, Cream 


400s Frozen egg volk 


1.004 Os 
| heat it to 160 degrees tor Homo. at 
2500 sa at 160 degrees Cool it to between 43 degrees and 
45 degrees 


’ , 
Can vou please advise me what | can do or what I am d 


“= 34) 


tnirty minutes 


ing wrong. 
! ' ‘ : 
I aiso would ippreciate a COps of your Bulletin No 
on commercial ice 


cream manufacture 


‘ {ns wer 


The composition of of your mix is absolutely satisfactory. 
It tests 13.5° butterfat, 9' 2°: serum solids, 15° sugar, 0.4% 
frozen egg yolk, and 0.34%. This should give good results. 
The egg yolk acts as an emulsifying agent and always has a 
stimulating effect on overrun. 

You should be able to freeze your mix and get 100% 
overrun in a short time even with only three to four hours 
of aging. 

If your mix is very thick as it comes from the cooler and is 
thick before freezing, then you will have to spend more time 
freezing. If it is very thick, I suggest that you use a two 
stage homogenizer or perhaps standardize the acidity before 
homogenizing, if it is abnormally thick coming over the 
cooler. Perhaps it is not legal in your state to neutralize; 
hence I would not attempt it unless it is legal. 

Probably most of your difficulty lies in the freezer. 
though the blades are sharp, they might not be scraping 
properly. The temperature of the ammonia may not be low 
enough. It should be at least —15 degrees for a mix like this. 

In our plant we would freeze a mix to 90% in about four 
minutes total time in the freezer before drawing. We can do 
this on the two batch freezers that we have on hand. 


Even 


Kindly tell me just what type of freezer you have, the age 
of it, and if you have sufficient compressor capacity, and cold 
enough ammonia. Also let me know the acidity of your mix 
and just how long it takes to freeze before shutting off the 
ammonia and how long it takes to complete the freezing after 
you shut off the ammonia. With this information, I shall 
be able to help you. 


Vix With Powdered Milk? 
Will you be 


a mix for soft ice cream where we can use 26°, 


sO kind to send us formulas for preparing 


BF spray 
process powdered milk and or dry powdered skimmilk and 


80°, BF butter. We do not use liquid milk or cream. 


4 fnswer 


I do not have any information as to the composition of the 
mix that you desire for soft ice cream, but I am preparing 
two mixes herewith which will make you a very good product. 
These mixes have the composition that we are using in our 
own locality for soft ice cream. This will test 10° butterfat, 
12% serum solids, 15° sugar, and 0.4% stabilizer. The 
stabilizer content may be varied to suit the type of stabilizer 
you are using. 


I II 

Percent 
Butter 7.0 
Whole Milk Powder 17.0 
Sugar 15.0 
Stabilizer .4 


100.0 


Percent 
Butter 12.5 
Dry Skimmilk 12.5 
Sugar 15.0 
Stabilizer .4 
W ater 59.8 


100.0 
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Sometimes egg yolk powder or an emulsifying agent is used 
in this product also, so that the ice cream coming from the 
freezer will stand up better on the cone and appear drier. 
Many soft ice cream makers are using these products. Inas- 
much as you do not mention whether or not you have these 
products available, I have not included them in your mix, 
but around '.% egg yolk (dried egg yolk) would be satis- 
factory and approximately 0.05 to 0.07% of certain emulsify- 
ing agents would also serve the purpose if egg yolk is not 
available. 

I have provided two mixes, one with whole milk powder 
and the other with dry skimmilk. 


“Gummy lee Cream? 


' 1? , . 
[ am using the following formula for tce cream Taking 
2» LOO overrun but my ice cream seems sticky or gummy 


How can | overcome this? 
1,020 Ibs. 22° 

214 lbs 

290 Ibs 


(ream 
Fluid Skimmilk 
(36°. Solid) Nit 


270 Ibs. Sugar 


Condensed Skim 


6 lbs. 4 ozs. Stabilizer 


Would appreciate a tormula tor 5 or 6 milk 


trom 
abov c ingredients 


Answer 


If your ice cream is sticky and gummy, I believe that per- 
haps you could overcome this by dropping your stabilizer 
content somewhat. At present your mix tests 12.4°, butterfat, 
10.8° serum solids, 15° sugar, 0.35 stabilizer. The com. 
position is quite satisfactory, but I do not know what staibil- 
izer you are using. Ordinarily this ice cream would not be- 
come sticky or gummy unless perhaps there is a little too 
much stabilizer. If the mix is heavy, then of course, it would 
point to an excess of amount of stabilizer. I suggest you drop 
the stabilizer down to 5's pounds for the batch and see how 
the condition is afterwards, and if it is still sticky, drop i 
slightly more, to about 5'>) pounds. 

A formula for a 6% 


27.3 


ice milk would be as follows: 


Lbs. 22% Cream 
29.0 Lbs. 36° Condensed Skimmilk 
15.0 Lbs. Sugar 

.35 Lbs. Stabilizer 


I am suggesting the same amount of stabilizer percentage- 
wise as you now are using, but this is ice milk and can use 
a little more stabilizer. 


By multiplying each ingredient by eighteen, you will get 
the amount for an 1800 pound batch. 





Address your techni 
cal questions to Dr 
C. D. Dahle. “~ Ice 
Cream Field, 19 W. 
44 St.. New York 36. 
N. Y. 











_— 





ripe stn pe tn tren rennet 8 mate NE Ry rat 








msurance comp li¢ are wor 
ou can lose thy se extra pounds 

same time 
he Michigan Strate College 
the chances are he may put you 
of your favorite dishes with plenty 
butter, ice cream, meat, eggs, fruits 

and vegetal les 

I huis, in riet, Was the kind of talk prevalent at the recent 
Summer (onterence ot the National [airs Council, held 
at Chicago's Edgewater Beach Hotel trom June 23 to 25. 

More than 200 dairy industry leaders and Dairy Council 
personnel from across the nation heard described the role 
of dairy and other protective foods in reducing. 

According to Milton Hult, President of the National 
Dairy Council, the mmplications of sensible and scientific 
dieting may have tremendous impact upon the dairy industry. 
te savs the opportunity for substantial increases in the con- 
sumption of dairy foods through reducing the Michigan 
State way (and maintaining healthy, normal body weight 
thereatter) us not tully realized even by the dairy industry 


' 
ha > 
LSE 1) 


“Fer example,” Mr. Hult noted, “those persons on the 
1.800 calories diet. may consume each week tood which in- 
clude ‘ ‘ round or cheese, pound oO! butter, 1. quarter 

ce cream, and almost 95 juarts ot whole milk 
he record breaking con- 
sumption of if sut purting mm an annual 
basis and comparing the diet to average pet p al consump- 
thon tells i clearer story 

“Tt overweight De rsons tollowed the N] vt sponsored diet, 
they would eat about seventeen pounds of butter as against 
the average for last vear of ly 9.7 pounds; about seventeen 
quarts of ice cream instead of 13.9 quarts; and to top it off, 
they'd drink ; hopp gt | ot more than 253 quarts ot 
tresh whole mill YAINST the iveraye per person consump- 


tion of 184 quarts in 


74 





Hairy Conference Studies 
Weight Control Report 


\ew Yorkers To Tee Uff 


August 19 is the scheduled date for the thirteenth annual 
outing: ot the Ice ( ream Supply Men's ( lub ot Metropolitan 
New York. The outing will be held at the Plandome Coun- 


try Club, Plandome, Long Island. 


This year’s outing will be marked by the club’s sponsorship 
of an industry golf championship tournament. Other tea- 
tures include the annual baseball game between supply men 
and ice cream manufacturers, dart throwing and horseshoe 
contests, dinner and entertainment, and prizes for various 
sports and business accomplishments. 


Connecticut Quting Held 


The Connecticut Ice Cream Manutacturing Association 
and Milk Dealers Association held their joint annual outing 
on August 7 at the Torrington Country Club, Goshen, Con- 
necticut. A full day of sports activity and a festive dinner 
highlighted the affair. 


Albie Booth of General Ice Cream Corporation served as 
Chairman of the outing committee. Other members of the 
planning group included Don MacIntyre, Ted Arrigan and 
Harry White of General; Jack McCarthy and Herb Gray 
of H. P. Hood and Sons; Ed Saari and Jack Morgon of the 
Borden Company; and Arthur and George Weigold of the 
Torrington Creamery. 


Louisiana Conclave Scheduled 


President George H. Kinmon, Foremost Dairies, Inc., 
Shreveport, Louisiana, announces that the annual meeting 
ot the Loutsiana Dairy Products Association will be held 
Januarv 11 to 13, 1953, at the Jung Hotel, New Orleans. 


Ice Cream Fiecp, August 1952 





Pennsylvania Courses Listed 


The Pennsylvania State College School of Agriculture 
has announced a series of short courses to be offered in the 
coming year. An ice cream course for dairy equipment and 
supply men will be held from December 8 to 13. A general 
course in testing milk, cream and other dairy products will 


| 


be held from January 5 to 10, 1953. An ice cream course 
tor plant men is scheduled for January 12 to 24. 
in market milk and milk supervision will be given from 
January 26 to February Additional information may be 
obtained A. Leland Beam, the 


Short Courses at State College, Pennsylvania. 


Instruction 


trom school’s Director of 


Wisconsin Expands Course 


The Department of Dairy and Food Industries of the 
University of Wisconsin announced recently that the Winter 
Course in Dairy Manufacturing has been expanded. A new 
series of seven two-week courses will be inaugurated this fall. 
These new courses in dairy manufacturing include: 

Laboratory methods, September to October 4; cheese- 
making, October 6 to 19; buttermaking, October 20 to No- 
15; 


, 


» 


~— 


vember 1; concentrated milk products, November 3 to 
market milk, December | to 13; ice cream, January 5 to 17; 
and dairy fieldwork, March 30 to April 11. 


1} a 
f tne 


sa 


vf 


and 


‘ : ; ' ' ' | 
tood industries building, will be utilized to present this new 


of tactlits Babcock Hall, the new dairy 


es < 
and expanded series of courses 

Anyone who has either graduated from high school or has 
had at least six months’ practical experience in a dairy plant 
may enroll 
let concerning these new courses are available from J]. Frank 
Wilkinson, Director of Short Courses, 108 Agricultural Hall, 


University of Wisconsin, Madison 6, Wisconsin 


Additional information and an illustrated book- 


New England Outing Planned 


The annual fall outing of the New England Association 
Tl | fall g of New England A 

ot Ice Cream Manutacturers will be held from September 
4 to 7 at the Poland Spring House, Poland Spring, Maine 
Malcolm D. MacLeod, those 
planning to attend to make reservations immediately directly 
with the hotel. 


association secretary, urges 


Chicago Mixers Adjourn 


The Chicago Dairy Mixers have voted to adjourn meetings 


until next month, according to |. W. Hummel, Chairman 
of the publicity committee 

t tl 
The 


The group’s last meeting of the season heard a report on 


>,» 
225 


the annual golf outing. outing was attended by 


members and guests 


pPLE isfyll (At. 1 


-* PROVING 


Ripple’ and “Wave are 
trademarks of the Balct 


Flavor 


— 


13 WONDERFUL FLAVORS! 


Feature FUDGE RIPPLE—now one of your 
basic flavors—as a year ‘round favorite, and run 
monthly specialsin: Butterscotch, Strawberry, 
Red-Raspberry, Black-Raspberry, Cherry, 
Orange-Pineapple, Peach, Green Mint Pine- 
apple, Caramel, Pineapple, Marshmallow. 


~~ 
™~ 


~~ 





P BALCH FLAVOR_COMPANY 


ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST. Fred Cohig, 1855 industrial, Los Angeles, Calif 
CANADA: R. J. Campbell Co., No. 2 Dennison Road, Weston, (Toronto) 
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MORE POPULAR THAN EVER 


Every day, all over the country, 

RIPPLE ICE CREAMS are gaining 

in popularity, proving more and 

more successful for the ice cream 
manufacturer who wants to give his 
customers an extra feature. If you're not 
running Ripples now, investigate—as 

a comparatively low-cost flavor, 

they're the surest way to build more ice 

cream sales. Easy to make—simply ripple 
into your own vanilla ice cream with ready-to- 
use Genuine Ripple Sauces. Send for complete details. 


*BIG SELLERS! RIPPLE SUNDAE CUPS 
RIPPLE ICE CREAM SANDWICHES 
Factory-filled RIPPLE ICE CREAM CONES! 


75 

















people 


LEEDS REPRESENTS LIMPERT 


Edgar A. Leeds will represent Limpert Bros., Inc., Vine 
land, New Jersey manufacturer of flavors and toppings for 
the ice cream trade, in southern New Jersey and eastern 


Mr. 


Moser, who resigned from Limpert’s in April 


Pennsyvivama and Delaware 


Leeds replaces Frank 


Kane \“ ill 


| ] 
A. Butler, who recently resigned, as representative 


Limpert Brothers also announces that Harry ] 
replace I 
in the New England States, calling on wholesale ice cream 


, 
manufacturers and Gairies 


Mr Kane Nas been associited with | impert tor a number 


if years working 


with confectionery wpopers on the ice 


cream ind soda rountain line 


STERWIN NAMES WHITESIDE 

Robert S. Whiteside 
Sterwin Chemicals, Inc., 
Kolb, 

Mr. Whiteside was assistant director of the company prior 
hrm in 1941, 
was known as the Special Markets Division of Win 


nical Company, In 


‘ ' ! , ’ 

nas peen elected Vice President of 
ae . 
it was announced recently by P. Val 


President 
lis new 


position loming tne 


when if 
' | i | 

. he was in charge of technical 
les poroblen oll } 

sales problems and assisted Mr. Kolb in marketing the com 

pany s products to the food, pharmaceutical and animal feed 

industries 


W. M. SIDEBOTTOM DIES 
W. M 


7 ' 
Porom ics 


Sidebottom, Ir., fit aight, owner ot the Side- 
. , 1? ’ 
Nashville, died 


, ; FF S| ’ 
Funeral services were heid the next dav in Nash 


Cream Company, Tennessee, 


lune 20 


. , 7 ’ . 
ville. Survivors include his wite. a son, two sisters. and three 


grand hildren 





JOE W. FLETCHER has been 
appointed southwestern divi- 
sional sales manager of Morse 
Decals, Inc., Los Angeles, ac 
cording to an announcement 
by President R. B. Morse. Mr. 
Fletcher will have offices in 
Houston, Texas. 





HAZELTON APPOINTED BY BEATRICE 


John F. Hazelton, Vice President and District Manager ot 
Beatrice Foods Company, has been appointed Assistant to he 
month by William G. 
Mr. Hazelton will make 


his headquarters in Chicago but will continue as Dystrict 


President, it was announced last 


Karnes, President of the company. 


Manager of the company’s Indiana and Southern Ohio dis- 
trict, a post he has held since 1945. Under his supervision 
this district has developed into one of the largest and most 
profitable in the company. 

Mr. Hazelton joined Beatrice Foods thirty-one years ago 
in Muncie, Indiana. He was made a Plante Manager in 
1936, District Manager in 1945 and was elected a Vice 
President in 1947. 


WALTER H. BENDFELDT DIES 
Walter H. Bendfeldt, President of the W. H. Bendfelde 


Company, Milwaukee ice cream manutacturing firm, died 
June 30 after a three-month illness. He was sixty-one years 
old. He was formerly connected with the Luick Ice Cream 
Company. Survivors include his wife, mother, a son, two 


sisters and three brothers. 
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BERNARD HOWARD SMITH DIES 


Bernard H. Smith. tounder 
and Chairman of the Board ot 


Diretctors of the Virginia Lare 


Evxtract Company, died while 


visiting friends at Stockholm, 


New Jersey last month 

He held the degree ot Bach 
elor of Science (Class of 1899) 
from the University ot Massa- 
chusetts and trom Boston Uni- 
He received his Mas- 
Science degree 
George Washington University in 1902 and his Bachelor 
of Laws from the National Law School in 1905. In 1949 he 


was made a Doctor of Humane Letters by the University 


versity 
B. H. SMITH 


ter of from 


of Massachusetts. 

Starting in 1901 as an assistant chemist in the Bureau of 
Chemistry of the United States Department of Agriculture. 
Mr. Smith was advanced four years later to the post of chiet 
of the Boston Branch of he United Saes Food and Drug 


Inspection Laboratory, where he remained for seven vears. 


~ . ’ ’ se 
Leaving Government service, Mr. Smith then spent the 


period from 1912 to 1919 as chemist for the Baker Extract 
Company of Springfeld, Massachusetts, and was with Garrett 
and Company, Brooklyn, in the same capacity until 1923, 
when he was elected President of the Virginia Dare Extract 
Company. In 1951 he became Chairman of the Board 

In 1933, Mr. Smith was President of the Flavoring Extract 
Manutacturers’ Association of the United States; in 1928, 
President of the Merchants & Manufacturers Association of 
Bush Terminal. He had been a of the Brooklyn 
Institute of Arts and Sciences since 1939, of the Prospect 
Park Branch Y.M.C.A. since 1935. He was a member of 
the Board of Governors of the Brooklyn Botanic Garden 
since 1945. He was a director and member of the Executive 
Committee of Garrett & Company, Vice President and a 


governor of the Massachusetts Foundation of the University 


trustee 


of Massachusetts, a member of the American Chemical So- 
ciety, the Rotary Club of Brooklyn, and of Melha Temple of 
Springfield, Mass. 

Surviving are his widow, the former Lilla ]. Brown; his 
son, Lloyd E. Smith who is President of Virginia Dare; 
his daughter, Mrs. Lincoln R. Young of West Hartford, 
Connecticut, and four grandchildren. 


E. W. KNIFFIN SUCCUMBS 


E. W. Knifhn, President of the Association of Ice Cream 
Manufacturers of New York State, died July 21 after sev- 
eral months’ illness. Funeral services were held July 23 in 
Rochester, New York. 

Mr. Knifhn is survived by married 
son and daughter. Mrs. Kniffin’s home address is 210 Culver 
Road, Rochester, New York. 


his wife, Marcia: a 


MRS. HANSON DIES 


The mother of Reg G. Hansen, well known cone salesman, 
died July 2 in Tampa, Florida. Services were held July 5 
in the Duval Funeral Home. 


Ice Cream Fiero, August 1952 


COUNCIL POST TO MISS SULLIVAN 


Department of 


> 


Miss Elizabeth Sullivan has been appointed Head of the 
Affiliated Uni Service of the National 
airy Council. it has been announced by Milton Hulr, NDC 


President 


CLEARY SUFFERS CEREBRAL HEMORRHACE 


Cx 


' 


rn 


Bill Cleary, well known salesman tor Ludwig-Lockhart 
ymmpany, Minneapolis, recently suffered a cerebral hemor- 


age which lett him partially paralyzed 


LEE M. PEDICO IS DEAD 


Cx 


ZO 


Lee M. Pedigo, tormerly with National Dairy Products 
poration in Chicago, died late in June in Phoenix, Ari- 
na. 


He had been connected with the ice cream industry 


for more than twenty-five vears 
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® DOUBLE RICH ...AND DELICIOUS @ DUTCH. 





DR. CLARKE E. DAVIS has been 
made Executive Vice President 
of the Virginia Dare Extract 
Company. Dr. Davis (see photo) 
had been Vice President since 
1934. Henry Kellerhals, company 
Secretary, has assumed addi- 
tional duties as Assistant Sales 
Manager. 





DUTCH ... DOUBLE RICH...AND DELICIOUS @ DUTCH.. 


In cocoa... 
You 


can’t beat 





** HOW JT8NOG 


— 
drums 
for increasing 
your volume 
and profits 





When you order Bensdorp Imported Royal Dutch Cocoa 
(24% butter fat) or Bensdorp Imported Saandam Cocoa 
(16-18% butter fat) in 25, 50 or 100 pound drums, you 
profit two ways. 


Because Bensdorp’s is twice as rich as ordinary 
1. “ Dutch-type” cocoas, you use less...yet please your 
customers more with better chocolate products. 


2 Because Bensdorp’s in drums costs you less per 
* pound, you get more of the best for your money. 


So, order Bensdorp Royal Dutch or Saandam Cocoa in 
drums today ...and watch your volume and profits climb. 


W.1.M. BENSDORP COMPANY 
89 Broad Street, Boston 10, Massachusetts 


DUTCH ... DOUBLE RICH ...AND DELICIOUS @ DUTCH.. 
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customers melt away 


... When ice cream does 


protect your sales with 


KO i. =-MOLD REFRIGERATION 


When Ice Cream gets soft, sales get hard. It doesn't take long 


for «we cream to lose its rich creamy flavor—that keeps customers 
when it ts transported or delivered without ade- 


quate refrigeration. 


coming back 
That's why so many ice cream plants have 
equipped their trucks with “Hold-Over” truck refrigeration. 


They've found that “Hold-Over” Plates maintain predetermined 
low temperatures throughout the longest day's trips to prevent 
melting and loss of flavor. The difference in taste is quickly 


notwed at the consumer's table. 


They've found that no other method of refrigeration can compare 


“Hold-Over” 
Plates retrigerate their trucks for as little as 10 cents a day 


tor ethcrency, dependability and economy. The 
Con- 
necting ito central plant compressors or plugging-in self-con- 
tained units when the truck is not in use builds up a charge of 
refrigeration in the “Hold-Over” Plates. This keeps their ice 


cream as safe as it is in a plant storage room for an entire day. 


Why take chances when it costs so liule to be safe. Next time 


specity Kold-Hold Truck Refrigeration. Write for the new Catalog. 


lypical hook-up 
i Plates 
2 Circuits 


KOLD-HOLD 
Cie protects every step of the way 


() eenproeteal ee 


KOLD-HOLD MANUFACTURING CO. 


470 &. Hazel St., Lansing 4, Michigan 


™ o> 
5 





LEFT TO RIGHT: MESSRS. MALANEY, COMBS, WHITE 





SUTHERLAND APPOINTS THREE 


Sutherland Paper Company announces the appointment 
of three new men to its field sales force. 

Wilbur C. (Red) Combs has had eight years’ experience 
in the office at Sutherland, having been a member of the 
sales department. His territory will include Arizona and 
part of New Mexico and Texas, with headquarters in El 


Paso. 


John H. White joins Sutherland after having had back- 
ground experience in the paper industry. Working out of 
Scranton or Wilkes Barre, he will cover the eastern part of 


Pennsylvania. 


Robert Malaney, whose territory will include part of Min- 
nesota and South Dakota and all of North Dakota, has had 


previous experience in the folding carton industry. 
OLIVER P. PETRAN HEADS SYRUP FIRM 


Announcement has just been 
made that a new syrup com? 
pany has been formed with 
headquarters in Milwaukee, 
Wisconsin. It is being incor- 
porated as the Petran Prod- 
ucts Corporation, and its plant 
and offices will be at 297 East 


Erie Street, Milwaukee. 


Oliver P. Petran will head 
the new company as President ©. P. PETRAN 
and will be associated with an 4 


experienced staff familiar with ice cream problems. 


Mr. Petran has been a well-known figure in the ice cream 
and dairy fields for over a quarter of a century. In 1925 
he joined the Robert A. Johnston Company of Milwaukee 
as Manager of the newly-formed Chocolate and Cocoa Div1- 
sion and served in that capacity for nineteen years. He then 
ioined Henry & Henry of Buffalo, manufacturer of fountain 
and bakery supplies, as Director of Sales and Advertising. 
For the past four years he has been associated with the Krim- 
Ko Corporation of Chicago as Director of Sales and Adver- 


tising. 


ee , ** fr ’ ! 
We are producing,” Mr. Petran stated, “a line of quality 
chocolate, 


1 . 
as well is a special. 


' ¢ = . ; . 
svrups for the making of marbleized ice cream 
Furterscotch and genuine truit Havors 

] - + “oo - > ‘ + s+? ‘TlIiTre W > 
ized line oft vanilla products ror ice cream manutfacturfe. € 
j | » > Po > *> ’ k > | je. 
have utilized our long years of experience to make and ¢ 


velop products that fit today’s needs in the industry. 
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PICKUP RE-ASSICNED BY DIXIE CUP 


Dixie Cup Company announces the assignment of Arthur 
Pickup as metropolitan New York Sales Manager, replacing 
\ ern Mahoney who will hecome Pacihe (Coast Regional Sales 


Manager, a newly created post 


Mr. Pickup was formerly sales manager of Dixie’s South 
Central region, a position now filled by J. W. Mitchell 
Prior to managing the New York region, Mr. Mahoney 
was Canadian Sales Manager for Dixie. 


E.G. BORGEL TRANSFERRED 


E. G. Borgel (left, in above photo) has been transferred 
to the Cleveland, Ohio office of the Liquid Carbonic Corpora- 
tion, and will assume responsibility for soda fountain-lunch- 
eonette equipment sales in that area, according to a recent 
announcement by M. L. Finneburgh, General Sales Man- 


ager of the Soda Fountain Division. 


Mr. Borgel originally joined the Liquid sales organiza- 
tion in 1933. Since 1945 he has had jurisdiction over the 


northern Illinois territory as a soda fountain sales engineer. 


John Feyen (right, in above photo) has been appointed 
a Sales Engineer for the Soda Fountain Division. He will 
assume responsibility for soda fountain sales in the northern 


Illinois territory, exclusive of the Chicago metropolitan area. 


Mr. Feyen has been associated with the sales department 
of Liquid since 1931. 


LYNCH APPOINTS LESLIE 


Lynch Corporation’s Packaging Machine Division, Toledo, 
Ohio, announces the appointment of John A. Leslie as As- 
sistant Sales Manager. 


From August, 1949, until his present appointment, Mr. 
Leslie worked for the Wrap Ade Machine Company, Belle- 
ville, New Jersey, as a sales representative, later becoming 
an independent packaging machine distributor. In his work 
with the packaging field, he developed the roll leaf method 


for flavor stamping of ice cream cartons. 


Another area in which Mr. Leslie pioneered was the de- 
velopment of the factory-insulated ice cream package. His 
role in making overwrapped containers a major factor in the 
ice cream industry was described in an article which appeared 
in the August, 1951 issue of this magazine. This article told 
of the introduction of the overwrap process in the nation’s 


leading ice cream plants. 


In his new position, Mr. Leslie will be working with all 
Lynch packaging machines. 
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FINEST QUALITY ALWAYS 



















“FUNSTENIZED* Pecans 


and Eastern Black Walnuts 


HAVE THESE ADVANTAGES 


1. Incubation Test: 
Bacteria, Negative; Mold, Negative; 
insect Larvae, Negative 

. Freshly Shelled 

. Less Pick-Outs 

. Fewer Shrivels 

. Strict Moisture Control 

. Pecans Always Bright 












































NO UWS GW 


. Year Round Source of Supply 
*A new process (not heot treated) for 
destroying harmful bacteria and assuring 
true natural flavor the yeor round 





For prices and terms, write or call your 
local Funsten Broker or write 








R. E. Funsten Company 
Highest Quality for Over 50 Years 


1515 Delmar Bivd * St. Louis 3, Missouri 





1AICM APPOINTS PAUL B. BECK 


Paul B. Beck has been ap- 
pointed manager of the De 
and 


counting of the Internationa! 


partment of Statistics 


Association ot Ice Cream 


Manutacturers, succeeding the 
late O'Neal M. Johnson. Mr. 
Beck is a Certified Public Ac- 
countant 

Mr. Beck headed the Inter- 
national’s accounting division 
in 1925 and 1926, and pre- 


viously had helped build the present [AICM accounting 


PAUL BECK 


system 


Phil Meade continues to serve as assistant to the manager. 


KAHL JOINS BORDEN COMPANY 


Robert f- 


& Rubicam, has jowuned the General Advertising Department 


Kahl, formerly research supervisor ot Young 


of the Borden Company in the newly created position of 
merchandising manager, it was announced recently by Henry 


M Schachte, Borden's director of advertising. 


Mr. Kahl will be responsible for the coordination of mer- 


chandising plans and activities of the company, in addition 


to supervising the research activities of the General Adver- 


tising Department 


Sugarnut 
black raspberry ribbon 


@ Blackberries or dewberries, as some call them have 
been favorites for desserts for a hundred years. It’s an 
honored American taste that Sugarnut Stan calls to 
your attention this month. And he wants you to write 
him for the folder that gives industry-proven ways 
how to make fine Black Raspberry Ribbon Ice Cream! 


*Ry-pre Amer _ Nationa! 


BOWEY’S ANNOUNCES CHANGES 


George B. Millikan, advertising manager for Bowey’s, 
Inc., Chicago, Illinois, has resigned, effective Auvust 1, after 
htteen years with the company. He plans on engaging in 
his own business in Michigan. 


©. W. Johnson, former Chicago Loop salesman for 
Bowey’s, Inc., has been transferred to the South Chicago 


and suburbs territory. He will also cover Lake County. 


Indiana. 


DAVE BRESLER RESIGNS 


Dave Bresler, former partner in Jack and Jill Ice Cream 
Company, Los Angeles, and later manager of Valleymaid’s 
ice cream division, has resigned. He now is touring Europe. 
Don McKenzie has succeeded him. 


KEFAUVER APPOINTED 
' 


. S. KEFAUVER L. J. WILHOITE 

F. S. Kefauver has been appointed zone manager for 
Southern Dairies, Inc., and will direct operations of the con- 
He succeeds L. J. W ilhoite. 


In a previous story concerning this personnel change, a pic- 


cern in the Tennessee area. 


ture of Mr. Wilhoite was erroneously captioned with Mr. 


Ketauver’s name. The captions above are correct. 


STEVENSON RETIRES 


Arthur E. Stevenson, assistant to the general manager of 
the Research Division, Continental Can Company, retired 
on July 1 after twenty-six years with Continental, according 
to Curtis E. Maier, general manager of the Research Divi- 


sion. 


Mr. Stevenson, considered one of today’s outstanding 
food technologists, last year was the recipient of the Nicholas 
Appert Award given by the Chicago Section of the Institute 
of Food Technologists, for “preeminence in and contribution 
to the field of food technology.” During his forty-two years 
as a food technologist. he became known for many impor- 


tant discoveries. 


JENSEN NAMED CHIEF ENCINEER 


Joseph W. Jensen has been named Chief Engineer of the 
Cedar Rapids Division of Cherry-Burrell Corporation. In 
this position he will be responsible tor the design, develop- 
ment and inspection of all equipment produced by the divi- 
sion, including continuous ice cream freezers, pumps, butter 


’ ? 4 
churns, pasteurizers, storage tanks, and tarm tanks. 
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MARATHON NAMES W. CG. DIXON 


Marathon Corporation, Me 
nasha, Wisconsin, manutac- 
turer of protective tood pack- 
aging materials, has given 
new emphasis to its ice cream, 
butter and cheese packaging 
line with the appointment of 


dairy 
packaging. He is Walter G. 


a sales manager ror 
Dixon, who will have tull 
charge ot all sales activities 
W. G. DIXON , 

in connection with Marathon 
dairy packaging through sales representatives in all parts ot 


the country. 


Mara- 
thon in 1930 introduced a successful linerless ice cream 


A manufacturer of ice cream cartons since 1912, 


carton, thus ushering in a new era in ice cream packaging. 
Today the company offers a complete line of ice cream 
packages, as well as butter cartons, and is constantly de- 
veloping new ideas. 

As a matter of various committees of dairy supplier asso- 
ciations, Mr. Dixon is well known in the dairy industry. 
Before joining Marathon in 1942 as a salesman at Kansas 
City, he was active in organization work for the Boy Scouts 
of America for thirteen years. In February, 1945, he was 
promoted from his salesman’s job to sales manager of the 
Cheese Packaging section. In February, 1947, he received 
another promotion, being named sales promotion manager 
tor dairy and cheese products. 

Mr. Nixon is a member of several packaging trade asso- 
ciations, including the Parafhned Carton Research Council, 
and during the past year served as a packaging consultant 
to the Office of Facilities and Materials of the U. S. Depart- 
ment of Agriculture. 


GEORGE C. KROHE APPOINTED 


D. J. Isaly, Treasurer and General Manager of the Isaly 
Dairy Company, Marion, Ohio, announces the transfer and 
promotion of George G. Krohe of the Isaly Company of 
Pittsburgh, Pennsylvania, to the position of Manager, Retail 
Stores Division, Marion, Ohio, as of July 1, 1952. 
capacity he will be in charge of the operations of thirty-one 
company owned and franchise operated stores and of 150 
dealer accounts. 


In this 


Mr. Krohe is a native of Pittsburgh, and has spent twenty- 
one years with the Isaly Dairy Company of Pitsburgh in 
store management and supervision. 

Mr. Greene, whom Mr. Krohe replaced, has resigned to 
establish residence in Florida. 


ASA JONES IS DEAD 


Asa W. P. Jones, “Doc” as he was known to the dairy 
industry, died at Miami, Florida on June 24 at the age of 


htrv-tour. He ts survived by his wife. a dauchter and two 


sons. 
He was with the Newly Weds Baking Company tor the 
past seven years and prior to that had been with the Cun- 


ningham and Borden’s Ice Cream Companies in Chicago 
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or smoother, finer-textured 


ICE CREAM 


Make a trial batch with OK DRI-SWEET' Ie proves itself! 


Enhances flavor. Makes freezing easier. Preserves freezer 


Economical 


OK REGULAR CORN SYRUP 
OK HIGH DEXTROSE CORN SYRUP 
OK HI-SWEET CORN SYRUP 


AT YOUR SERVICE! Consult Hubinger's tech- 


nical laboratories for help with your ice cream production 


freshness 


problems No obligation, of course. 


THE HUBINGER COMPANY 
KEOKUK, IOWA - - EST. 1881 


8] 

















THERMACOTE BOOKLET 


Che Thermacote Company has issued 
2» booklet un which the firm’s line of 
Vista-Dome transparent lids and “live” 


described 


( opies ot the hooklet 


} last superstructures are 
and illustrated 


are available on request 


Robert Vaillancourt, General Man- 


ayer of T hermacote, reports that com- 


pany sales to the ice cream industry in- 


’ 
creased during the first six months ot 





Your Firm Name 


Address 


Your Name 


litle 


Your 





| Now Prod ucts | 








1952 by seventy-nine per cent over the 
corresponding period last year 


He recently made public a letter 
from Louts Haven of the Louis Sherry 
Ice Cream Company in which Mr. 
Haven declared: 

“Our 


Thermacote transparent plastic lids on 


customers have been using 
their cabinets over a long period with 
excellent results. In a number of these 
installations, typical of which is the 
one pictured above, we have found that 
ice cream sales jumped as high as eighty 
per cent. 

“In my estimation, C-Thru transpar- 
ent plastic lids not only attract the cus- 
tomer to the cabinet, but also permit 
the customer to see the ice cream con- 
tained in the cabinet and this ultimately 


results in ice cream purchases. 


PLUG VALVE 2 


The first major improvement in plug- 


type valve design in about 2000 years 


SEMPLE AS A-B-C! 


The only thing that you have to do in order to learn more about any product described in ICE 
CREAM FIELD'S “New Products” section is to fill in the coupon below with the number that 
identifies the news item, and send it to the New Products Department, ICE CREAM FIELD, 
19 West 44 Street, New York 36, N. Y. We'll be glad to forward your inquiry to the manu- 
facturer who will send you complete information regarding his product. If you want to know 
more about any product advertised in ICE CREAM FIELD, jot down the advertiser’s name 
and we'll direct your inquiry to his attention. In either case, there is no obligation to you. 


To New Products Department 
Ice Cream Field 

19 West 44 Street 

New York 36, N.Y. 


Without obligation to me, please send me 
more information about the following New 
Products described in the August issue. (I have 
indicated below by number the ones that inter- 


est me.) 


Lat. at ht el ee 


I would like to know more about the following companies’ advertisements: 


is cited by Walter J. Wachowitz, Presi- 
dent, Alloy Products Corporation. As 
proof that ancient civilization knew 
about and used the plug valve, Mr. 
Wachowitz produced a 


(see above) obtained by the Creamery 


photograph 
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Package Company of a valve 


oronze 
. | ’ ’ | 
This valve is on display at the Chicago 


Natura! Museum Museum 


—_ 
authorities Delieve | 


I distors 


about 2000 years old. It is a 
ot the Egypran Roman period 
tor the corrosion and pitting brought 
about by the passing centuries, it is 
valve 


used today, Mr. Wachowitz points out 


practically like the usual plug 


Mr. Wachowitz states that his com- 


pany has developed a new fabricated 
winless steel plug valve which is so 
light in weight that people lifting it 
for the first time cannot believe it is 


tabricated in stainless steel. 


It is claimed that the new valve wil! 


be a blessing to workers who must 


clean and reassemble sanitary pipelines 
every day, f tor it reportedly minimizes 
the work of washing, lifting and posi- 
tioning. 
[he new valve will be featured 
the Alloy Products Corporation exhibit 
at the Dairy Industries Exposition at 


the Navy Pier in Chicago. 


HERMAN BODIES 


The Herman Body Company has 
standard data and 
sheets on three new low 
temperature refrigerated truck bodies 
for the dairy and frozen foods indus- 


tries. 


just published 
specification 


The N2-420-R and WN2-875-R are 
two new Herman ice cream bodies with 
capacities of 420 gallons and 875 gal- 
CMI-350-R 
. (illustrated) is a combination milk and 


lons respectiy ely ‘ The 
ice cream body. Capacity is 350 gal- 
and 100 cases of 
twelve-quart square glass milk. One 
door in each side of the body opens 
into the ice cream compartment where 


a temperature of zero or below is main- 


lons bulk ice cream 


tained. The door in the rear opens 


into the milk compartment where a 


- , 
temperature of 40° is maintained. The 


body 


' ! 
is completely insulated and re- 
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lt-contained 
The CMI-350 


Tor ammonia 


frie te , > 
ine rated with st 
compressor 
hookut 
7 
i iit ™M Ma IC eel ele| 
; 
mode! 


, ’ 
with selt-contained mechanical 


chassis and available either 
retrig- 
eration or for ammonia hookup. 

Copies of the new descriptive litera- 
obtained 
from the Refrigerated Body Dyivision, 


ture on these bodies mav be 


Herman Body Company 


Oe] Se My 


‘ 


rials, has 
sion of a new material, 
pound No $1. 


speedy ,» safe 


DoOSsItS 


ufacturer 


OU 
WHEN you use 


MILKSTONE REMOVER a 


Oakite Products. Inc.. manufacturer 
of specialized cleaning and allied mate- 


announced the development 


by the company’s Dairy Research Dy1v1- 


Oakite Com- 
designed to permit 
removal of milkstone de- 


milk and milk-product 


trom 


processing and handling equipment. 


Oakite , the man- 


Compound No. 31 


States, 18 a highly-concen- 


thevr 


AQETRRODU 


"FOR. EVERY STABALIZING NEED 


— 








rl Me BASE) 


For that UNBELIEVABLY GOOD, 


ee 








ny ll frozen dessert that 


your customers will love—and you will be proud to sell. Ideal for 
packages and all kinds of novelties. 


MALT 


‘MALT 
(CREST, 


CREST 


For a milkshake and malted milk base that always gives top performance at the 
malted milk mixer—for those large, thick, refreshing milk drinks with unrivaled 


taste appeal—for downright goodness and consumer acceptance—use MALT. 


CREST. 


OTHER DEPENDABLE CREST FOOD PRODUCTS 


KUM-PLEET 


cream stabilizer 


Combination ice 


KUM-PLEET “p” Combination ice 


cream stabilizer for extra dry product 


A high quality. econ 
omy stabilizer 


For sherbets. ices 
purees and stick novelties 


MUL-CREST 


Highly refined mono 
and di-glyceride emulsifier 


A liquid 
mono and di-glyceride emulsifier 


FRUIT-CREST Stabilizer for fruits 


to be frozen 


For ice cream 


Write us, or contact our local representative for bulletins 


Titimi)) lms 
ASHTON, ILLINOIS 











che terpent Posse ssiny in 


chemicaliy react with 


’ 


nake up the 


It solubilizes 


saits and causes them 


their hoid on 


ace (once 


reiaX sur 


eqguit ment 
the salts 
been rendered soluble by Oakite Com 
und No. 31. the 


protein 


and orner components or mulk 


rone iw readily effected 


Addinonal data regarding this ma 


teria Wii be sent without 


i] | 
of miulikstone nave 


’ ; 
removai of the fat, 


charge to 


reader addressing Oakite Products, 


I rc 


COLDMOBILE BROCHURE 5 


Dromgold & Glenn Division of the 


{ inion Ashestos and Rubber (om. 


issued a new brochure de 


; any Mas 


scribing its line of Coldmobile retrig 


eration units tor trucks \ arious mod- 


’ 


els are described, and teatures of the 


| 1 . 
entire iine are analy zed Copies Oo! 


the brochure may be had on request 


IT TAKES THE BEST TO MAKE THE BEST 


product 


r _nsisté . 


icyY-DIP 
QuIK-KOTE 


A good, economical chocolate liquor coating 


{fast dry) Same as ICY-DIP, but made for high 


speed production 


KAYO 


A blend of better chocolote liquors — quality at an 


economia! pre 


KAYO SUPER 


fast dry) Same as KAYO, but made for high 


speed production 


BROWN DERBY 


for Ro vor 


BROWN DERBY SUPER - 


A superios 
oppea! and uroma 


blend of chocolate liquors. Noted 


(fast dry). Same os BROWN DERBY 


but mode for high speed production 


SUPREME 


finer at 


co 


CHOCOLATE PRODUCTS COMPANY 


415 WEST SCOTT STREET, CHICAGO 10 


ED A mild, light 
BUTTERSCOTCH 
FUDGE SAUCE 


The supreme in chocolate liquor coatings 
ory pre 


-nothing 


colored cooting with exceptional taste 
rich, butterscotch Ravored coating 


~Fregqmy 


For voriegoted ice cream, chocolate flavored 


741 KOHLER STREET, LOS ANGELES 2) 





ICE CREAM DOMINATOR 6 


A giant ice cream display to achieve 
domination at soda fountain back bars 
is a new oftering to Borden ice cream 
Designed and produced by 


Inc ,» & & 


dealers 
Kay, 


} 
materiais tor all season use at the point 


made of permanent 


of sale. T he display is seven feet long 


and over two feet high. 


Londen’ a rn 


The unit can be hung on the wall or 
made into a standing display by the 
attachment of solid wood legs, sprayed 
gold, which are supplied with each 


dom inator. 


HOME SCOOP 


A new ejector type home scoop is 
said to be helping ice cream manufac- 
turers build volume on bulk ice cream 
sales. The scoop is made with a red 
plastic body and is described as “ideal” 


for combination merchandising. 


The styrene body is 7 long with 


a ribbed aluminum ejector. It serves 


a cone size portion. Complete infor- 
mation is available from the Plastics 
Division, Frank Paper Products Cor- 


poration. 


BASTIAN-BLESSING UNIT 8 


A new soda fountain designed for 
Dairy Queen installations is announced 
by the Bastian-Blessing Company. The 
new unit, which has a thirty-gallon ice 
built 


cream storage capacity, ts tor 


operation between two Dairy Queen 
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pany. Ir is described as a concentrated we cream and will never show undis 

cocoa powder, which can be added di solved cocoa specks : 

rectly to the neutral mix. No cooking, Soft ice cream chains have tound 1 

strong agitation or aging is necessary convenient to purchase Solcho in bulk 

Che product is said to simply mele right and repack in bags in a quantity sufh 

into the mix, developing full color and cient tor ten gallons of mix. 

davor instantly, according to Harold 

A. Hoffman, President of the frm PENGUIN CABINET VW 
Mr. Hoftman said that Solcho “ts Penguin Sales has developed a cab- 

economical, stable, and unitorm. Ir inet designed especially for the mer 

leaves no mess and saves storage space chandising of ice cream or trozen juices 


It renders a true chocolate flavor to the Cabinet body is welded steel with high 


treezers and laid out for the conve 
nmience of operators at toth of them. 
The two “Super-Soda” dratt arms and 
the milk and chocolate pumps are in- 5 0 D A m H 5 T fe Sq 
stalled at one end of the unit, designed : , 
for operation by the treezer operator a ; 
nearest them. There are four syrup . ‘ belle 
pumps and jars and nine crushed fruit ; Bred CLUES CH 
jars in the syrup rail. Provision ts eS 
made for additional syrup and whipped 
cream jars in the storage compartment. 
A stainless steel panel is attached to 
the front halves of three ice cream lids 
with fingertip space for lifting all three 
lids at hinges. 
The patented “Coldpoint” beverage 
dispensing system for the dispensing of 
still and carbonated drinks can be in- 
stalled in place of two crushed fruit 
jars if desired, and the temperature of 
the ice cream cabinet can be set for mix 


instead of ice cream storage. 


5 IDEAS 





“Sugarnut Stan” is offering to ice INSTANT SERVICE FROM ONE 
; SELF-CLEANING FAUCET 
cream manufacturers five ideas for ; 


more sales in the summer season. ac- } Handsome Sodamaster cabinet dispensers now make it 
d possible for you to serve al! or most of the mixes and 
cording to Al Risch, Assistant Sales soft drinks you wish from a single faucet. What's more. 
Manager of the Standard Fruit Prod- : the patented new Supercharger Carbonator (part of 
Me every Sodamaster unit or system) makes better tasting. 
uct Company. The brochure includes more profitable beverages than you've ever sold belore 
black rh le d| ; and there are no bottles to dispose of-—-no bulky syrup 
ack raspberry, peach, lemon and lime- or cooling gadgets to rob you of valuable counter 
sherbets and black raspberry ribbon. space. You owe it to yourself to find out first how 
Sodamaster fits into your plans. It does. Drop us a 

line now and we'll explain how 


SOLCHO 10 


Solcho, a new instantly soluble pow- 





GENERAL OFFICES . CANFIELD, OHIO 


YS 's: cen nae WEST COAST OFFICE 165! RANDOLPH STREET 
LOS ANGELES, CALIFORNIA 


dered chocolate flavor concentrate tor 
the production ot chocolate ice cream, 


DISPENSER INC 
has been developed by the Extrax Com- 
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temperatur haked enamel finish and 


polish d 


stainless steel trim. High 
fe synthetic rubber and rubber base 
cement prevent moisture absorption, ac- 
cording to the manutacturer 
Retriger ated divider plates give posi- 


? 


tiv refrigeration 7 roughout storage 
ir¢ea and are equipped with special at 
tachment tor quick de tr sting 

[he cabinet comes in three sizes: 
toury-tour inches, fitty-tour inches and 
seventy-four inches long. Overall width 
twenty eight inches, serving height chir- 
ty-six inches, overall height forty-four 
inches and tood compartment size of 
the model shown is thirty-eight inches 
inches by 


by twenty-one seventeen 


ink hes. 


STA-KOLD BAG 12 


Union Bag & Paper Corporation’s 
improved Sta-Kold bag reportedly offers 
higher insulating characteristics than its 
predecessor. Of duplex construction, 
this new bag has an inner liner of 
creped krafe paper. Tests indicate that 
his sheet provides better insulation than 
the firm’s original laminated asphale 
liner, according to a company spokes- 
man 

Other features include: (1) The out 


a available in either brown or 


yer, can be printed up to three 
ck designs are also avail 

2) The Dag comes in sizes to 
ommodate pint, quart, two-quart and 
gallon packages. (3) 


third dimension in the torm of a US 


[he bag has a 


set T his gives if greater capacity, 
makes it easy to insert the ice cream 
package, and permits a better “fit” 
when filled, according to the manutfac- 


turer 


KOLDMASTER UNITS 13 


Ice Cooling Appliance Corporation 
has announced its entry into the ice 
cream cabinet field with its line of 
Koldmaster ice cream cabinets. 

The Ice Cooling Appliance Corpo- 
ration, long time manufacturer of ice 
refrigerators and other appliances, has 
completed five years of experimenta- 
tion and three years of held testing on 
the Koldmaster line and now has this 
equipment ready for market. 

The line consists of standard four- 
six- and eight-hole cabinets with either 


black, white, clear plastic or display 


type lids. In addition, an open type 
glass display front cabinet with super- 
structure, complete with full color 
transparencies soon will be available. 

The capacity of the four-hole model 
is twenty gallons, with two five-gallon 
containers and four 2!'»-gallon con- 
tainers, besides extra storage space or 
245 pint packages. The six-hole model 
holds thirty gallons, with four five- 
gallon containers and four 2'»-gallon 
containers plus extra storage space or 
430 pint packages. The eight-hole 
models hold forty gallons, with six 
five-gallon containers, and four 2'- 
gallon containers plus extra storage 
space or 605 pint packages. 

The Morrison plant is under the di- 
rection of William F. Barnhart, Vice 
President and General Manager. 

Ice Cooling Appliance Corporation 
is a division of City Products Corpo- 
ration nationally prominent in cold 
storage, ice manufacturing, ice cream 
and dairy products 
brewing of beer, fuel distribution and 


other allied products. 
MOVING PLATFORM 14 


Stoughton Cab & Body Company an- 


manufacturing, 


nounces a new device for facilitating 


unloading of ice cream now available as 


Caracas Chocolate Sales Zoomed 
33% OVER REGULAR CHOCOLATE 
pemeery At Esquire’ During A 3 Year Period 


Check your sales now' 


Caracas Chocolate Ice Cream is a super fine 


product. Get sec now for a completely organized sales and merchandising 
plan — formula, ingredients, cartons, point-of-sale advertising, outdoor bill- 
boards, dealer helps. You need this complete campaign. 


*Sct. Louis 


1201-C W. 8th St., Cincinnati 3, Ohio 


G. P. GUNDLACH & CO., 


no arn the ale a gr gr Rt ee Oe ee aan ER oO a ean —— 
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optional equipment on the firm’s re- 
trigerated truck bodies. 

According to Robert Petersen of 
Stoughton Bx dy. the new “moving plat 
torm” minimizes loss of time in deliv- 
ery, makes the drivers’ job easier, and 
decreases the satety hazard in street 
side unloading. 


By turning a crank handle, the driv- 


er moves the load in each section to- 


‘ | 

ward the door as the ice cream is grad 
ually unloaded. He can then conve- 
niently reach in tor the ice cream. The 


crank handle is geared to turn with 


PORTABLE COLD BOX 15 location to another, the manufacturer 


points mit Pertectiy sealed rons, 
| , 

metal interior and exterior, and heavy 

non-stick doors with extra heavy hard 


ware are other features. Coils are of 


galvanized iron pipe. The center coil 
has heavy iron strapping welded on to 
facilitate the sliding of cans, or baskets 


| ? 
on same sheit. 


SWEDEN FREEZERS 16 


“Dial vour mix” might well be the 


} 
slogan of restaurant and fountain oper- 


, 


minimum effort. 


1 ’ 
Patents on the device have been ap- 


plied tor. 


“Col Snac” 
VENDOR 


FOR ICE CREAM 

BARS-ON-STICKS 
OR ICE CREAM 
SANDWICHES 


A new knock-down low temperature 
storage or hardening box for ice cream 
or other frozen products has been an 
nounced by the Grand Rapids Cabinet 
Company. Three models are available: 
SKD-160, SKD-360, and SKD-520. 

Model capacities are 160 gallons or 
50 cubic feet net; 360 gallons or 
101 cubic feet net; and 520 gallons or 
15] cubic feet net. 


The knock-down or portable feature, 
coupled with the rugged construction, 


means the box iS easily moved trom one 


ators who are installing the continuous 
Sweden freezers that permit the oper- 
add any desired 


amount of mix to the freezing cvlinder 


ator to automaticall 


by setting a rotary switch above each 
freezer head to start the flow of mix 
trom the stainless steel mix tank lo- 
cated over each cylinder. The switch 
then shuts off the How when the desired 
amount of mix has been admitted to 
the cylinder. 

There are 2 such floor models now 
being featured by the Sweden Freezer 
Manufacturinz Company. Both are 


double-head machines, identical in oper- 


V7Zol am We 20s ol i aalelaelloli= 


toh Zola Molale Maeldelel Mol ae. Vauilelsel tick 


The ONLY Merchandiser With ALL the Practical Features 
That Mean Maximum Sales with Minimum Investment 


@ No Additional Packaging! 
e Completely Automatic! 
@ Extra Big Capacity! 


@ Slug Rejector and Coin 
Changer at No Extra 
Cost! 


Fast, Easy Loading! 


Right Temperature Al- 
ways! 


mechanism 


@ Light Where It's Needed! 


* PLUS— 


% hp G.E. Com 
equipped with serv 


valves for on-the-spot 


easily accessible 
- stainless steel 


contamination proof liners 
| working parts many 


lusive features 


SINCE 1894 





White Today! Your p 4. 
jamal? cue waa, 
ATLAS FOOL & WRG: GU. cc cone ts crrecces 


AMBROSIA CHOCOLATE COMPANY — MILWAUKEE 3, WISCONSIN 











Ice Cream Fieip, August 1952 87 





a 
| 
: 
; 


pte ab lg an cag amen etna 0 te NT GE AA: 














min, and each model is equipped with 
tanks. The 


gallons heads, 


two Pour gallon mix 
130A20, with two 2 
has a capacity of about twenty gallons 
of soft serve product per hour; the 
1-131A20 has two one-gallon heads and 
will produce Ipproximately hitteen gal- 

lons per hour 
The “dial mix” method of adding 
mix fo the cylinder assures the busiest 
operation of an adequate and ready 
supply ot the sort serve product at all 
times and gives the operator control 
over the volume of input from the mix 
tanks, the manufacturer States. The 
mix addition to the freezing cylinder 
may be done after just one serving has 
been drawn, after several servings, after 
a large quantity has been drawn at one 
time, of when the cylinder has been 
emptied whichever the operator de- 
sires—the amount of the input being 


determined by the switch settiny. 


NELSON CABINETS 17 


( Nelson Manutacturing ( ompany 


Nas yust announced two ice cream dis- 


play merchandisers: an open-top model 
and a glass top model in two sizes. 
Ihe display superstructure has been 
completely redesigned to achieve at- 
tention-getting beauty, according to the 
manufacturer. Height has been re- 
duced sO the top becomes an easy-to- 
shelf. Recessed 


fluorescent lighting illuminates a_re- 


keep-clean display 
cessed shelf, running the full length 
of the cabinet below the pictures, on 
which packaged nuts, chocolate syrup, 
fruits or other merchandise can be dis- 
played. The pictures are natural color, 
three-dimensional and are interchange- 
able 

Glass top models are equipped with 
Nelson’s rolling lids, built of triple- 
plate Thermopane mounted in stainless 
steel frames. They have been engi. 
neered to prevent the accumulation of 


fog and frost. 


we 


eee 


Cabinets have a stainless steel top in 
addition to a cork-insulated sub-top for 
extia reinforcing and protection against 
denting and damage. Bottom is insu- 
lated with four-inch cork board. Four- 


inch high-density Fiberglas insulation 


protects the sides Retrigeration coils 
are arranged in parallel series. Cab- 
inets are bonderized and finished in 
baked-on white enamel. 

Glass top merchandisers are built in 
a thirteen-cubic foot model with a ca 
pacity of 820 pint packages and ten- 
foot model with a capacity of 620 pint 
packages. The ten-foot, open-top model 
has a capacity of 600 pints. All models 
are available without the display super- 


Structure. 


ANIMATED PICTURE 18 


In recognition of the importance ot 
motion in displays intended to attract 
customer attention, a new animated 
picture has been made optional on 
Schaefer  shelf-type  superstructures. 
The superstructure is designed for the 
merchandising and display of related 
items and accommodates an eleven inch 
by fourteen inch picture. The new 
animated design depicts a toy fire en- 
gine rushing down the street with a 
chocolate sundae as cargo. Smoke rises 
from a fairy-story house in the back- 
ground. 

The Schaeter shelf-type superstruc- 
ture is available on all glass front 


models. 


BATAVIA FOLDER 19 


The Batavia Body Company am 
nounces the availability of a new six- 
folder 


three hasic perishable foods body stvles. 


page catalog describing the 
Printed and illustrated in three colors, 
the folder (with file tab for quick 
reference) provides detailed informa- 
tion regarding the construction fea- 
foods 
body” and 


tures ot Batavia’s 
body.” “wholesale milk 


“frozen food body.” 


“insulated 
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& be ville” 
E ae (UM L 
a ac: 


MOL pe 


a Oy 


ICE\CREAM 


Cold Transportation 


Economical Conrenient Stylish 


mERIO REFRIGERATING EQuipment Co., INC. 


328.36 Forty Fourth St Union City, New Jersey 


SELF-CONTAINED DRY ICE 


Let Us Quote 


“Sewing The Better Buyers” AMMONIA 


SES Sc ealie teeea seaeres oer 16t Feeretet SiPRGSIES SAP Hetaaree Cee races 











88 Ice Cream Fiero, August 1952 








| Business News | 











DEFENSE ACT AMENDED 


Several amendments to the Defense Production Act, at- 
fecting the dairy industry, were voted by Congress during 
its most recent session. Of primary interest is the legisla- 
tion which entitles every processor of milk and other dairy 
products to ceiling prices which include the cost adjustments 
provided by the Capeharr Amendment. This means in- 
creases (unless unreasonable and excessive) in the follow- 
ing costs incurred up to July 26, 1951: “material, indirect 
and direct labor, factory, selling, advertising, office, and all 
other production, distribution, transportation and admunistra- 


*? 
tion costs. 


By the terms of the same amendment, wholesalers and 
retailers of such products, on a marketing area basis, must be 
given ceilings which reflect their customary percentage mar- 
gins or dollars and cents charges, as provided for in the 
Herlong Amendment. By “customary” is meant margins 
or charges prevailing during the period May 24, 1950 to 
June 24, 1950. 


PLANT SOLD AT AUCTION 


The food and milk processing plant of Skybrook Farms, 
Inc., Hendersonville, North Carolina, was put up for sale 
at a public auction in Hendersonville on July 25. Ice cream 


manufacturing equipment was part of the property sold. 


FIRM MARKS GOLDEN ANNIVERSARY 


The Johnstown Sanitary Dairy, Johnstown, Pennsylvania, 
marked its fiftieth anniversary of business activity by spon- 
soring publication of a supplement to the June 14 issue of 
thee Johnstown Tribune. The eight-page supplement dis 
cussed the history of the firm, showed photographs of the 
milk and ice cream plants, and analyzed the company’s role 
in community relations. A list of products also was pre 


sented. 


OLYMPIC FIRM WINS COURT TEST 


Olympic Milk Products Corporation, Corona, New York, 
has successfully defeated the attempts of Ed Banks, a dis 
tributor of Dairy Crest Ice Cream, to obtain an injunction 
forbidding Olympic from manufacturing ice cream under the 
“American Bar” label. Mr. Banks had contended that he 
had been the original user of the trade name “American 
Bar” but the Supreme Court of Queens denied his motion 
tor an injunction. Olympic will continue to produce its line 


ot “American Bar” ice cream products. 


LOOK TO FEATURE “OMELET” 


The August 12 issue of Look Magazine, on sale July 29, 
contains a feature article and photographs dealing with an 
ice cream “omelet.” The recipe features eggs, of course, and 
salt, powdered sugar, and ice cream. Also emphasized in the 


article are waflles and pancakes with ice cream. 
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PINEAPPLE CAMPAICN BECINS 


Of interest to the ice cream trade is the recent announce 
ment of the Pineapple Growers Association’s multi-million 
dollar industry promotion on all canned pineapple products 

The year-round national consumer advertising gets under 
way August 11 with an aggressive campaign breaking in 114 
newspapers in metropolitan and secondary markets Dom 
inant space newspaper ads, dramatizing the eye-and-appetite 
appeal of canned pineapple, will run weekly throughout 
August and September, to be immediately followed by a 
nationwide magazine campaign with 
than 38,000,000 families 


| 
circulation of more 


All five products in the canned pineapple family—pine 
apple juice, slices, chunks, crushed and tidbits—will be tea 
tured in the association’s national advertising, according to 
C. L. Queen, Secretary. 

“With this kind of advertising su 


and contectionery people everywhere will want to get behind 


pport, we think ice cream 


t ' 
this program and take advantage of this opportunity to fea 
ture more pineapple dishes,” Mr. Queen declared 

The Pineapple Growers Association account is handled 


by J. Walter Thompson Company, San Francisco 


Its a 
going thing for 
Meadow Gold... 


...it ll make gains 
for you, too! 


utter 
rickle % 
| candy ice cream 
utter ELAVORING 
rickle 


*Rutter ee kle is the ~ pees 
trade mork 


FENN. BROS., INC. 


Sioux Falls, South Dekote 
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Everyone 
WILL ENJOY 


Your 


ICE CREAM 
AND 


SHERBETS 
IF 


Ou 


MAKE THOSE 
DELICIOUS 


DESSERTS 
WITH 


CLINTOSE | ‘vextrose) 
CORN SYRUP 


CORN SYRUP SOLIDS 


CLINTON FOODS INC 
CLINTON IOWA 


SEALRICHT OBSERVES ANNIVERSARY 


Sealright Company, Inc., 
marked its thirty-fifth anni- 
versary July 23 with a tribute 
to its President and co-found- 
er, E. W. Skinner. 

It was thirty-five years ago 
that Mr. Skinner and the late 
Dr. Wilbur L. Wright, co- 
founder and first President of 
Sealright, put their leak-proof 
container into manufacture 

c. W. SKINNER with the widely known sani- 
tary “Fulton Board” made by the Oswego Falls Paper Mill 
of Fulton, New York. 

The late H. L. Paddock, head of the Oswego Falls Pulp 
& Paper Companies for more than sixty years, had been 
anxious to convert the high quality sanitary paper board of 
the Oswego Falls mill into finished paper products, possibly 
food containers. There was a meeting in New York City of 
Messrs. Paddock, Wright and Skinner (who had developed 
a leak-proof cylindrical container for ice cream and other 
moist and semi-liquid foods). As a result of this meeting 
and subsequent investigations, Dr. Wright and Mr. Skinner 
decided to ally their new Sealright industry with the Oswego 
Falls paper company. 

The Sealright Company of Fulton, N. Y. received its 
certificate of incorporation on July 23, 1917. 

Starting with the first cylindrical containers and the milk 
bottle caps, which the company added early to its line, Mr. 
Skinner recently listed Sealright’s product contributions as 
follows: the Kone paper milk bortle, 1923; color combination 
printing on round containers, 1926; the nested type con- 
tainer, “Nestyle,” 1931; and the waterproof “Sealon” hood 
sanitarily protecting bottles of milk, development begun in 
1928 and perfected in 1939. Sealright added cups in 1930 
through purchase of the Kalix Cup Company of Chelmsford, 
Massachusetts, and removal of the process to the Sealright 
Fulton plant. 

Since the World War II interruption in the development 
of new items, Sealright has added the all-purpose, all-tem- 
perature plasticized round food and hot drink containers, and 
completed late in 1949 the plasticized, formed-in-the-dairy 
rectangular Sealking paper milk carton. 

From the beginning Sealright has emphasized the sanita- 
tion of its packaging services in its advertising and selling. 
Due to Mr. Skinner’s operations on the national advertising 
front—regarded at the time as daring for a small young com- 
pany—the name “Sealright” became widely known as asso- 
ciated with sanitary food packaging, even in the first years 
of the company. “For each of the past thirty years,” says 
Mr. Skinner, “we have also devoted our national advertising 
programs to helping our dairy customers sell their milk and 
their other products and to helping our ice cream customers 
sell their ice cream. This year it’s the snapshot contests,” 
Mr. Skinner pointed out. 

In 1922 Sealright was consolidated with the Oswego Falls 
Pulp and Paper Company and the Skaneateles Paper Com- 
pany into the present Oswego Falls Corporation, presently 
headed by Frank C. Ash, President. The name “Sealright” 


became “Sealright Comany, Inc.,” manufacturer of containers 
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iz the albert-Thomas Comrany, Chie: : 
a Ni iscontinued handling fountains to concentrace 


conditioning business 
Larry Byezek. head of the new distributorship, has been 
New! ... A spade specifi- sales manager oO! the fountain division ot the Talbert Thomas 
cally designed for tie-in mpany ever since it entered the fountain held in 1945, 


‘ : ’ ‘7 ’ ’ ’ 
: ; 4 ha6 take + mr t ; 7 rhe ‘nrire omce anc 1i¢ 
promotions. Price to ice an Ja na faxcen uovel > actically ‘ enti ac i i > cs 


, ’ ‘ ‘ " ‘ 
personne! with whom he has been working 
cream manufacturer is low, 


ideal tor combination offers. NEW FIRM NAME FOR BLUMENTHAL 
Highly polished aluminum 


The { 7 Lot oR ta doleal Ras 
he frm of Blumenthal Bros., Philadelpnia manuta 
finish mokes it extremel , 
. meee y turer of cocoa, chocolate and contectionery products, be 
attractive to consumer. came known as the Blumenthal Bros. Chocolate Company, 
7 a2 | 
Shown below is our sturdy, effective August 1. The directors of the company, in making 
‘ ’ 1? | 
. the announcement, pointed out that there will be no change 
aluminum scoop, also ideal ; : 
in the firms operation, and that the new name was adopted 
for tie-in promotions. Decause if was considered more descriptive of the company s 


activities. Blumenthal Bros. was founded in 1900 


W. E. CURRAN APPOINTED 


W. E. Curran, Salem, Ohio, has joined the sales and 
engineering Straft of the United Dairy Cooperative Associa- 
tion, Mason City, Iowa. Mr. Curran will sell and service 
the eastern accounts of the United Dairy. According to R 
O. Linder, Manager, the United Dairy is putting on an 
extensive sales and service program to aid customers. 

SCOOP-RITE Prior to joining United Dairy, Mr. Curran held the posi 
COMPANY tion of Assistant Secretary and Comptroller with the An- 
806 Wilde St., Detroit, Mich. dalusia Dairy Company, Salem, Ohio. 








and closures, and selling and distributing company, presently —— ‘ P 
headed by Mr. Skinner. 


Sealright, in conjunction with the Nashau Gummed and 


Coated Paper Company, opened in 1926 a branch at Peter- 
borough, Ontario, Canada, to service the trade in that coun- 4 @) elie Ni 
try. This Canadian Sealright Company Ltd., is in charge of 
S. J. Whitehouse, General Manager. 

A wholly owned subsidiary plant was opened at Los C H O . O LAT E 
Angeles in 1931. This company, Sealright Pacific, Ltd., is 
managed by R. F. Smith, Executive Vice President and F L A V O 4 C ©) A T 
General Manager. 

The Kansas City factory and offices were established in 
1933. They are in charge of J. R. Murray, Manager. ; ; : 

The Sealright Sales Department is now a national and in- Pail coating made with chocolate 
ternational ats, eames with sales offices in Boston, New liquor for the finest tasting bars ie 
York, Philadelphia, Cleveland, Chicago, Minneapolis, Dallas, dd d fr 
St. Louis and Mocksville, North Carolina. Sealright sales . Ss Sates GNe proms. 
are headed by John L. Dolphin Vice President in Charge 
of Sales, and R. Reid McNamara, Sales Manager. 

Mr. Skinner pointed out recently that in penguin HOOTON 


se oa 
come one of the largest manufacturers of packaging ma- COATSWELL 
chinery in the country. The company maintains a national MADE WITH COCOA BASE 


machinery installing and Servicing Organization which iS 


! . ' 
with its container and closure Services, Sealright has 


co ordinated with its sales rorce 
BASTIAN-BLESSING APPOINTS DISTRIBUTOR 


Byczek Equipment Company, 3408 North Clark Street, 


HOOTON CHOCOLATE 
COMPANY 


2 , NEWARK 7, N. J. 
Chicago 13, has been appointed distributor of the Bastian- 








. ' ' , 
Blessing Company ime Of frountain-luncheonette equipment, 
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GUNDLACH ANNOUNCES PERSONNEL 
CHANGES 


Ros | W inning who recentiy was prom ted to V ice 
‘ ‘7 ‘ 
wient in charge otf saies ror (; }? (sundiach & ( ompany, 


een elected to the company s Bx ard of 


’ 


‘orge ? Gundlach, President and tounder ot 
j 


nas announced 


Mi Crundlach who continues as President of the com 
Dany. said that orner directors re-elected includ George B 
Gundlach, Vice President in charge of promotion; Louis ¢ 
Lampe Vie President in charge ot production; and Miss 
Edna Sontag, Secretary-Treasurer of the company. Miss 
Mildre d lenkins was chosen Assistant Sex retary of the com: 
pany 

lohn D. Birchard. who has served as an account executive, 
nas recently been appointed Assistant \ ice President ot the 
company 

In addition to this promotion and the assumption of addi- 
rional executive duties, Mr Birchard will he assigned to the 
Ilimois area, which includes metropolitan Chicago, and will 


miantain his headquarters in the Illinots area 


Theodore (Ted) N. Bye. who has had extensive associa- 
tion in the food and beverage helds prior to his connection 
with G. P. Gundlach & Company, has been appointed a 
Gundlach account executive with territory in the northeastern 
States 

Mr. Bye. 
othce and laboratory in Cincinnati, plus feld service in the 


territory which he will cover, will succeed John D. Burchard. 


STORE OPENING ATTRACTS THOUSANDS 


especially trained in the Gundlach organization 


For the opening, in New Bern, South Carolina, of S. G. 
Clark's Walgreen Store, an ice-cream-and-milk company 
collaborated with field representatives of Walgreen and of 
the Lily-Tulip Cup Corporation in a promotional campaign 
that in two days drew into the store 18,000 visitors and sold 


large quantities of sundaes, sodas and milk shakes. 


In advance of the opening, the Maola Milk and Ice Cream 
Company—represented in the project by Harvey Barnes, Jr., 
and Braxton Pugh—took advertising space in the local news- 
paper to congratulate the new store’s management and to 


announce that Luals Pulip’s gifted soda-tountain specialist, 


Miss Bessie Scott, of Chicago, would preside behind the soda 
fountain. 

Miss Scott, the advertising further announced, invited all 
and sundry to partake of glamourous sundaes that she would 
teach the fountain personnel to concoct—sundaes with such 
provocative names as Wolf Bait, Traffic Light, Big 100 Ba- 
nana Cabana, Banana DeLuxe, Torch and Peacherino. 


In advance of the opening, Lily-Tulip’s territorial manager, 
Robert NeSmith, called upon the newspaper's editor and 
readily convinced him that the store opening would be news. 
Result: a news story supplementing the ice cream company’s 
advertising. 

In advance, also, Messrs. NeSmith and Pugh collaborated 
on dramatizing the new store’s windows and interior. 

Twenty times over Bern’s radio station WHIT, a spot an- 
nouncement heralded the opening and invited the populace to 
come in and meet Miss Scott and her sundaes. 


Throughout the two-day opening, the store personnel hand- 
ed every visitor a soda fountain menu; and over the store’s 
public-address system, Walgreen territorial promotion man- 
ager, Jeff Justice, kept reminding the visitors that their visit 
wouldn’t be complete unless they stopped at the fountain 
and tried those milk shakes. 


Result: In the two days. the tountain sold 1.100 items 
350 sodas, and 750 sundaes. 


“HOWDY DOODY” JOINS ILLINOIS BAKINC 


The Illinois Baking Corporation of Chicago has been li- 
censed as exclusive producer of the “Howdy Doody” frozen 
cone. This sugar cone will be supplied to ice cream manufac- 
turers complete with paper outsert and illustrated bag for 
hiling and sale as a pre-frozen cone. 

Among “Howdy’s” sponsors prominent in the food field 
are Welch Grape Juice, Kellogg’s Rice Krispies, Mars Candy 
and Ovaltine. The Illinois Baking Corporation is planning 


a complete promotion program tor use by ice cream manu 


facturers. Details on this program will be announced soon. 

The acquisition of manufacturing rights on “Howdy 
Doody” frozen cones gives Illinois Baking a complete line 
of cones and cups tor filled and frozen delivery and for 


fountain use. The firm also bakes a complete assortment 


packaged for home consumption. 





Shore Craft 


STAINLESS STEEL FOUNTAIN ACCESSORIES 


«<—ICE CREAM SPADES 
Constructed of (8-8 stainiess 
stee|. Bakelite handle. Strong 
Sturdy, Sanitary. 


ICE CREAM DISHERS——> 


18-8 Stainless Steel Construction 
Throughout. Made in eight sizes: 
8 10, 12, 16, 20, 24, 30, 40. 
With different color Bakelite 
Handles denoting disher sizes. 


PRECISION MADE FOR SATISFACTORY SERVICE 


SHORE MACHINE CORPORATION 


455 West 45th Street, New York 19, N. Y. 
Manufacturers of SHORE CRAFT Quality Fountain Accessories 





Ice Cream Fiero. August 1952 








TO DISTRIBUTE ESKIMO CASES 


Cherry-Burrell Corporation has announced its appointment 
as distributor for the Eskimo Kooler line of refrigerated dis 
play cases for ice cream, dairy products and frozen foods 

F. H. Harwood, Jr., manager of Cherry Burrell’s Resale 
Products Division, said that the Eskimo line of merchandisers 
was selected after careful study of the various retrigerated 
display cabinets on the market. He said that the Eskimo 
merchandisers, with their full vision front, open top, related 
item superstructure, fluorescent lighting, stainless steel top, 
pull down front panel and various mechanical features, ofter 
merchandising value and dependable operation. 

Cherry-Burrell branches have one or more Eskimo cases 
on display and the models for ice cream, frozen foods and 


dairy products will be carried in stock 


COLTON ACQUIRES INSULATION DIVISION 


H. Seymour Colton, President of the Colton Chemical 
Company, Cleveland, Ohio, has announced that his company 
has completed the purchase of United States Rubber om- 
pany'’s Flotofoam Insulation Division, located until recently 
in Chicago, Illinois. 

Acquiring the preduction process and rigits to Flotofoam 
Insulation is the latest step in the Colton Chemical Com. 
pany’s program of making available a wide variety of plastic 
products. Flotofoam insulation—a Urea Formaldehyde plas- 
tic foam—will henceforth be produced by Colton under the 
name ‘“Colfoam.” 

Coltoam is principally used as insulation in showcase treez 
ers, refrigerator cars, ice cream trucks, locker plants, house- 


hold and walk-in freezers and commercial refrigeration units 


GUNDLACH HOLDS SALES MEETING 


Current research developments and new consumer uses 
of dairy products furthered by G. P. Gundlach & Company, 
Cincinnati, were keynoted at the company’s 1952 sales meet 
ing, held August 4 to 9 at the Hotel Sinton and the Gund 
lach plant and laboratories. 

The five-day meeting was devoted to summarization of the 
painstaking research into the health and nutrition benefits 
of milk and dairy products 

The Gundlach sales meeting also honored associates who 
have been connected with the company for many years 

Among those honored were C. W. Esmond, who retired 
recently as Vice President of the firm, but continues in an 
emeritus consultant capacity atter thirty-three years expert 
ence in the dairy field; George B. Gundlach, Vice President 


in charge of promotion; Edward W. Barnhart, Assistant Vice 


—_ 


President and account executive for the Indiana-Michigan 
and the Greater Louisville, Kentucky area; Louis B. Lampe, 
Vice President in charge of production; and Miss Edna E 
Sontag, Secretary-treasurer of the firm. 
The Gundlach sales meeting was attended by the com- 
I Gundlach sal é ttended | I 
pany’s account executives covering milk, ice cream and dairy 


products fields from coast to coast. 
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STABILIZERS 


For Purotizing Fruits, for Ripples, for making Fudge Ripple 
Sauce, also Sherbets & Ices. 


The Standard for Over 25 Years! 


BALCH °:::::" 


COMPANY 
1309 ADAMS STREET PITTSBURGH 12, PA. 











(PURO DIVISION) 











HAYSSEN CAMPAIGN CITED 


Hayssen wrapping machines are featured in the promotion 
program for 1952 of Hayssen Manufacturing Company. 
According to Ralph C. Russell, General Sales Manager, the 
new program is based on the premise that full page adver- 
tisements will more properly reflect the position of Hayssen 
in the wrapping machine industry. In previous years, one- 
third and one-half pages have been used. The new campaign 
is running in twenty-seven trade papers, reaching every in- 
dustry in which Hayssen Wrapping Machines are used 
food, baked goods, dairy products, meats, paper, textiles, etc. 











Golden State 


hte 



























































































































La Ae eT peeing Pipe 




















and it can rope more 
business for you ! 


utter 
rickle * 
candy ice cream 


FLAVORING 


seound 


utter 
rickle 


id 







— 
here ee nee *Butter Brickle is the exclusive 


trade mark @ of 


FENN BROS., INC. 


Sieux Falls, Sevth Dekeote 
















aonensnaneie sabewaert: itn. 


ea nortan 


iets Mine! ns salah al een 


pn Pa UP a ROT tn ip i tt 


et gl 





r bid turnover ONLY 4: 


the | 

completely 
automatic 
HILL 90x 1C 


If it’s big turnover you want—it’s the 
9OXIC you need. Big display area, 
big capacity and automatic defrost 
system meet the need of Big Supers. 
Self-contained. Add-a-unit construction 
for continuous line-ups. W rite for catalog. 


C.V. HILL & CO., INC., Trenton 1, N. J. 





DAIRY COUNCIL PLANS CONFERENCE 


*s P « . , | 7 
[he 1953 annual meeting-winter conterence of the Na 
| . ] Wy ’ ” Qe 
monai l airy Council will be held January 20, </, and 25, 


1YS5 ar ¢ olumbus, Ohio, according to an announcement by 


Milton Hult, ND¢ 


ducers, Processors, equipment and supply manufacturers, 1s 


President. A program to attract pro- 
being planned. 

January 26, the tirst day of the three-day session at the 
Hotel Deshler-Wallick, will be set aside for the annual 
winter conterence with Dairy Council personnel and afhliated 
Dairy Council industry leaders participating. That evening, 
the Board of Durectors of the National Dairy Council will 
meet 

The next day will feature the official annual meeting lunch- 
eon Business Se SSIONS will feature nationally-known speakers 
discussing the outlook for the United States dairy industry 
trom the standpoints of economics, marketing, nutrition re- 
search, sales and public rel: tions. 


New members ot the Board of Directors for 1953 will be 


,~ 


- 
elected January The Dairy Council of Columbus will be 


host to the annual meeting 


BEATRICE QUARTERLY PROFIT HIGHER 


Both sales and net profit ot Beatrice Foods Company fo: 
’ ‘ . , ’ , 
the first quarter of the cot f mscai vear were ahead ot 


William 


in the Quarterly 


last year, 


. «6 ; 
Sales tor the 


94 


amounted to $56,126,588, an increase of $1,407,246, or 2.5 
per cent over the same quarter last year. Total unit sales 
of the company’s produets for the quarter were also ahead 
of last year. 

The company’s volume of milk and ice cream sales ex 
ceeded the volume for the same quarter a year ago, Mr. 
Karnes said. Butter sales, however, were less than they were 
last year. 


NUTRITION STORY PUBLICIZED 


Since the fall of 1947 the facts about the nutritive value 
of ice cream, based on research at Cornell’s Agricultural 
Experiment Station, have sky-rocketed to public attention. 
The National Dairy Council has used the results of the 
research, conducted by professors A. C. Dahlberg and J. K. 
Loosli, in widespread consumer education. 

The Cornell scientists found ice cream to be high in 
protein, about six per cent of the amount required daily. 
And there was a fair amount of carbohydrates, fats, minerals 
and vitamins needed by the body without including un- 
needed calories. Protessors Dahlberg and Loosli told con- 
sumers that ice cream though nourishing, is not particularly 
fattening. 

The National Dairy Council presented this information 
About 800,. 
O00 booklets and 15,000 posters were distributed. 


in scecial booklets, reprints and color posters. 


The nutritive value of ice cream also was brought to the 
attention of more than a million leading professional workers 
who are in a position to pass the facts on to the general 


public. 


Low Priced Deal Sells 
More Cream 


Because every woman wants a Nuroll ice cream 
dipper in her kitchen, and because she will buy 
more ice cream after she gets the dipper, many 
shrewd merchandisers are making up Nuroll 
Combination Offers. 





The dipper, a box of cones, can of topping can 
be sold for a small sum. Then she buys a quart 
o- half gallon of ice cream. 


We supply everything you need—dippers, display 
cards, mats for newspaper and hardbill advertis- 
ing. Place cards in window and on counters. 


Start now. We fill order the day it is received. 


NUROLL 


REG. U.S. PAT. OFF — 
REG. IN CANADA e vs 
Domestic Type e Nen-Mechanical at Booth B-61 

ICE CREAM DIPPER 1952 Dairy 
industries 
Exposition 
September 

22 - 27 





The non-mechanical ice cream 
dioper for home use. A beautiful 
one-piece casting of sanitary 
metal easily keot clean. Last a 
lifetime Roldips even firm 
ice cream 
Sizes 16, 20 and 24 
Retail price $1.35 
f.o.b. Toledo, Ohio 


THE ZEROLL COMPANY 


2410 Robinwood Avenue Toledo 10, Ohio 
Zeroll — Nuroll — Bulkroll Ice Cream Dippers 


COPYRIGHT 1949 THE ZEROLL COMPANY TOLEDO, OHIO 
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An 
All-Purpose 
Stabilizer 





( heck tor 
tional 


obtain by adding CP SherVel 


to 


shown 


whipping and freezing time 





\ nd 


bhodie d 


yourself the excep you get a superior 


results that you can ice cream with a 


delightfully smooth texture 


your mix. Plant tests have that retains 


F 
or lice Cream 


that you can reduce its quality Sherbers 


lees 

longer in the ond Voriegeted 
Snteee, 

cabinet. 


tHe Creamery Package MFG. COMPANY 


1243 W. Washington Bivd 


e Chicage 7, Hlinois 


DISTRIBUTOR HOLDS OPEN HOUSE 


Paulle-Midway Fixtu-: Company, Minneapolis, Minne 


SO .a, sponsored an open 
7 


announcing the 


house party June 26 by way ot 


, , , , ' 
firm s exciusive distributorship of 


I iquid 


‘ ‘ ' | 
( arponikc soda rountain ind iuncheonette egu pment in the 


area. The fxture firm is well known in the Midwest and 


‘ ' 
now p.ans to emphasize rountain equipment im itS sSaies pro 


’ ‘ ’ € | ’ 
A merchandising display recom has been established tor the 


? | 
convenience of ice cream companies and tneir saiesmen. 


Pictured at the party (see photo, above) were, left to 
right, M. L. Finneburgh and J. A. Jeftord of Liquid Car- 
bonic, and Orrin Stone and O. J. Stone of Paulle’s. Mr. 
Finneburgh addressed the gathering. He emphasized the 
need for more aggressive merchandising of ice cream in drug 
stores, citing the between the 


importance ot cooperation 


druggists and their ice cream suppliers. 


JUNE ICE CREAM PRODUCTION UP 6% 


Production of ice cream in the United States during 
June was estimated by the Bureau of Agricultural Economics 
at 65,245,000 gallons—six per cent more than the June 
output last year but six per cent less than the five-year, 1946- 


50, average tor the month. 
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Seasonaliv, production advance ‘en per cent, com 


May 


rer 
pet 


pared with rise oO! only ive per cent oetween and 


am. average gain of hifteen cent pe- 


tween the the 1¥46.50 period 


In the t halt of 1952, output totaled 289,030,000 gal 


‘ 
° "y 
iMOns i4} 


hve per frst sux months of 1951 but 


; ' ‘ ¢ | 
down one fer trom the 1946-50 average tor these 


montns. 


| ? } ’ 
June weather was unseasonaDdiy dry and h wt over most 


. , ’ 
re country Temperatures averaged ove normal in all 


sections except the Far West and a small area in and closeby 


northern Vermont The burttertat content of tice 


cream 
‘ ' ! ! 
made in June wveraged 11.6 per cent, sil thely more than the 


1.5 per cent reported for May rhis year and also for June 


More ice cream was made this June than in June last year 


1 ' . ! 
aii sections of the country except the South Central, 


where the output was two per cent less. Phe regional gains 
| ? 

\ iried trom two per cent in tne Pacitic to tweive per cent in 

Production per cent in the 


States cent in the West North 


Increases of seven and ten 


Mountain 
South 


° | 
(_entral. 


, 
tne was up four 
: 


Arlantic und tive per 
| 
per cent, respectively, 
} ! ’ | | 
were indicated ror the North Atlant 
Nort! 
to : " ° to -_" . p . ] d ‘ . 
states, outy ut was up ten per cent in ennsvivania an rour 


New 


States and the East 


. ‘ ‘ ‘ ’ 
Central. In the three leading ice cream producing 


’ 
in California bur was down fractionally in 


cent 


York. 


ner 
Det 


ality CHOCOLAT, 





‘Gi stelee)t-tc- Produ: ‘TS 
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* quality coatings for ice cream bars 


* chocolate liquors 


Importers of 


* Holland-Dutch Cocoas 


VAN LEER CHOCOLATE CORP 


, »d 
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A scord to the mise... 


.--At your 


Bealtest Dealer's 
A big variety of 
flavors. 


A variety of 


GENERAL (CE CEEAM CORPORATION 


Dime of Meme Bey fee Cee wenn 





MULTIPLE SCOOP ice cream cones, described in the July issue 
of this magazine as a means of inducing dealers to strive for 
profits with bulk ice cream, currently are being emphasized by 
Sealtest dealers served by General Ice Cream Corporation. Sup 
port to cone sales is provided by newspaper advertising, a typical 
example of which is reproduced above 


Various sized cones are 
retailing for ten 


fifteen, twenty and twenty-five cents 





OCTOBER CHOCOLATE FEATURE PLANNED 


A drive for Caracas chocolate ice cream as the feature 
flavor for the month of October is being promoted by G. 
P. Gundlach & Company, Cincinnati, consultants to the dairy 
and ice cream industry. 

The comprehensive promotion program offered by Gund- 
lach includes special Caracas chocolate syrup—a special blend 


of chocolate ‘richer and more romantic” 


syrup to give a 
favor in chocolate. 

The Gundlach organization has been advised the Esquire 
Ice Cream Company, operating in the St. Louis Market, by 
promoting Caracas chocolate on a year-round basis since 
1949 has increased chocolate ice cream sales thirty-three per 
cent. 

“Flavorized” cartons are made available by Gundlach to 


individual brand 


Full-scale advertisiny and merchandising programs cover all 


ice cream manutacturers with 


imprints. 
media including point-of-purchase, newspaper, radio and 
television plus dealer assistance and helps. 

An additional medium in the 1952 promotion are twenty- 
tour-sheet outdoor posters produced in full-color lithography 


and available with individual brand name imprints. 


EXPECT 300 AT CORNELL CONFAB 


More than 300 people are expected to attend the eighth 
annual Dairy Industry Conference, sponsored by the Cornell 
University dairy industry department at Ithaca, New York 
on September 4 and 5. 

Cornell and dairy industry specialists will present subjects 
of primary interest to milk plant operators, laboratory tech- 
nicians, and others concerned with the manufacture of dairy 
products. 

Developments in the industry and new research informa- 
tion from Cornell and elsewhere will highlight the 1952 
meeting. 

Walter Huber, Bogardus Farm, Sharon, Connecticut; A. 
C. Fisher of General Ice Cream Corporation, Schenectady; 
Clarence Weber, New York State Department of Health, 
Albany; and George H. Hopson, DeLaval Separator Com- 
pany, Poughkeepsie, will discuss “Tank Cooling and Storage 
of Milk on the Farm.” 

New ideas on milk pasteurization, mastititis control, bulk 
milk handling, antibacterial cement and dairy equipment 
sanitation will be some of the subjects discussed, according 
to Professor A. C. Dahlberg of Cornell. 


MOHAWK INTRODUCES NEW CABINETS 


Mohawk Cabinet Company announces development of 


two new cabinets for the retail delivery of ice cream on 


milk and bakery routes. 

Both cabinets are of the hold-over type and plug into 
an electrical outlet while the delivery truck is in the garage 
overnight. The cabinets are disconnected the next morning 
and will hold approximately zero temperatures throughout 
the day. 

Model D-4 


Model S-4 can be used on any type of truck. 


is manufactured to fit Divco trucks only. 

Each cabinet has a capacity of approximately twenty-five 
gallons of ice cream and is equipped with a lock type latch 
on the lid. 


Both models will be available for shipment about August 
15. 
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SPECIALIZING 
Stabilizing 
GERMANTOWN 


MANUFACTURING CO. 


5100 LANCASTER AVE., PHILA. 31, PA. 


NEW HAVEN BULK PROGRAM CONTINUES 


Impre ssed D5 dealer acceptance ot their correlated pro- 


gram to promote freshly-dipped ice cream, the participating 
New 


decided to extend the promotion into August and September. 


Haven. Connecticut twce cream manutacturers have 


The cooperative venture was launched in April, at which 


time the “banana boat” was merchandised. 


At present, six 
ice cream manufacturing concerns are represented in the 
campaign. They are Borden’s, Breyer, Brock-Hall, General, 


Golden Crest Farm and H.P. Hood and Sons. 
The May 


° = | 
This was a twin-type cone containing three 


promotion centered around the ‘big rnree. 
SCOOPps of tice 
cream. Dealers using this program scored an average in- 


Dealers that did not 
make use of the “big three” materials reported a loss of 


crease in sales ot twenty-two per cent. 


nine per cent as compared to ice cream sales in May, 1951. 


One company reported sixty-eight per cent dealer accep- 
tance of the “big three” campaign while another listed a 
figure of fifty per cent. Another ice cream producer said 
that his dealers who used the promotion enjoyed an average 
gain of seventy per cent. Still another manufacturer cited 
an overall sales gain of fourteen per cent over the same 


North Atlantic 


States for the month of May, it is interesting to note, de- 


’ 
month last vear. Ice cream sales in the 


creased by eight per cent from May, 1951. 


The promotions have served to alter the production pic- 
ture in at least two of the plants operated by members of 
che New Haven group. One manufacturer states that bulk 
ice cream production now accounts for sixty-nine per cent 
of his plant’s output. Another cited a figure of sixty-one 
bulk ice 


The national average is less than fifty per cent 


per cent when asked for an estimate of 


produced. 
for bulk production 


cream 


In August and September, the “parade of treats” will be 
emphasized. This campaign will consist of the three items 
previously promoted, the third being the “big bucket,” a 


container of ten scoops of ice cream. 


In deciding on the “parade of treats,” the committee was 


influenced by the fact that many dealers containued to 
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feature the Various ice 


period ended 


cream treats after each promotion 


To date, the committee's merchandising activities have 
been directed mainly to the dealers through sales and mer- 
chandising efforts including point-of-sale material. Although 
newspaper advertising has been employed to stimulate the 
interest of consumers, the 
dealer level 
committee, however, will find expression in a consumer con 


The 


maror emphasis has been at the 


A change in policy recently announced by the 


test being planned tor September 
, 


be the 


“big bucket” wall 


subrect of the contest 


BECK APPOINTS AD AGENCY 
Howard Beck, Vice President of Beck Vanilla Products 


’ . 1 | 
Company, East St. Louis, illinois, has recently announced the 
appointment of Padco Advertising Company, St. Louis, 


Missouri, to handle the firm’s advertising and publicity 


Beck Vanilla Products 
vanilla products exclusively and has distribution throughout 
parts of the world. Plant and 
East St. Louis and West 
Coast ofhces are maintained in Los Angeles, headed by 


Norman Beck, Treasurer of the Jacob Beck is Pres: 


Company its manufacturer of 


the country and in many 


executive othces are located in 


firm 


dent of the company 


its giving 
Swifts a lift 


from coast to coast... 
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FOREMOST FOUNTAINS REORCANIZED 


, S | , , 
A rive f 


‘ 


’ 


Miax kos nthai on lune i. bore 
announced reorganization of the 
Joseph Kuss i ana Andrew Aly 
officers of the company, and Will 
, , ; 

nanayement ind DoOlicCY Making They 
ion Ww l] continue at the firms two New 

are equi} ped wilh modern production 


‘ ’ 1 ] | 
machinery and specialized personne! [he national sales 


Organization w 1] remain intact, with a stepped up pro zram LOOK OVER THESE 


" inned wr sales of the Foremost line of soda roun 
e Ultra Light weight All-Aluminum structure 
throughout. 





FEDERAL HEARINGS CONTINUE 


Giovernment hearings on the question of a national stan- a Rugged construction for longer life. 


¢ cream and related products were resumed July e Custom Built to meet specific needs 


atter a one-montn recess F 
/ e Designed for maximum ease of loading and 
\ discussion of Swift and ¢ ompany s proposed definition — 
: ; ) unloading. 
of monogivcerides ind diglycerides, suggested as optional in 
yredients by the company, was a teature of recent sessions All these and many more outstanding features are yours 
[hese substances were defined by Swift attorney Neal ] with our Custom Built All-Aluminum refrigerated bodies. 
- = Let us quote on your requirements. 
the interesterification reaction products of edidle q q a 


, , ' 1 | 
ral tats (hydrogenated or non-hydrozgenated) and gl 


VISIT US IN BOOTH D-8 
DAIRY EXPOSITION — NAVY PIER 








’ | 
definition was oftered during the testimony of Dr. 


Hderbert | Robinson. assistant director ot Switt’s research & BAI Y co 
— a 
iaporatories 


2421 NO. 27 ST., PHILADELPHIA, PA. 








ani "§ Mae = SALES POST TO SHMOCK 


Carlton L. Shmock recently was appointed manager of 
sales for the Central Division of Continental Can Com- 
pany’s Paper Container Division, according to H. A. Kirk, 
General Manager of Sales, Paper Container Division. 

In his new position, Mr. Shmock will make his head- 
quarters in Cleveland, Ohio, and will have direct super- 
vision over all Continental paper container sales activities in 
Ohio, Michigan, Wisconsin, Indiana, Illinois, Kentucky, 
There Is No ' Missouri, Kansas, Nebraska, North and South Dakota, 
Substitute Wyoming, Colorado, New Mexico, Oklahoma, Texas and 
For Quatsty portions of Louisiana, Arkansas, West Virginia, Pennsyl- 
vania and Montana. 











Twelve popular flavors with @@ | ra Mr. Shmock has been in the paper container held since 
quality backed by a money- ee ) 1928, starting as a sales representative for Mono Service 
back guarantee plus proven § Company. When Continental purchased Mono in 1944, 
production performance. Mr. Shmock joined the new Continental organization and, 


Leading ice cream manufac- until now, was direct sales manager for the Ohio, Michigan 


turers specify Mann's Can- . 
porisy _ and Western Pennsylvania area. 
dies year after year. Write 


) Mr. Shmock is a member of the Ohio Boosters, Michigan 
for information today 
Boosters and Cleveland Dairy Mixers. 





Continental’s Paper Container Division also announced 


gal ’ , the recent appointment of William H. Wallace to the posi- 
ann s : . tion of assistant to the general manager of sales. 
Candies | : Mr. Wallace is a graduate of Stanford University and 
as received his master’s degree in business administration from 
the Harvard Business School in 1947. For the past three 
taney vears, he has been a market analyst with the Metal Con- 
. tainer Division of Continental Can Company. 
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Classified Advertising 


Rates 


RATES: machinery, equipment and 
supplies for sele or wanted to buy. 


FOR SALE FOR SALE 6c a word [including address) for 


each insertion: help end positions 
FOR SALE: Ice Cream Plant, with three FOR SALE: Ice Cream plant very desir 

retail stores and some wholesale, annual able §=location, fully equ pped, reasonably 
gross $125,000. Established 18 years in priced. Write Box 445, Ice Cream Freco 

same locations Complete modern manu 19 West 44th Street, New York 36, N. ¥ rates. Minimum charge $1.00. 


facturing facilities, 800 gal. per day ca 


wanted, 2c a word [including ad- 
dress}. Bold face type double regular 


: o- REPLIES to advertisements in this de- 
pacity, with 2800 gal. hardening room, and 


. . , ' r , 
anteroom. 1 refrigerated truck 800 gal FOR SALE: 60 gallon Creamery Package partment must be addressed to the 
cap., also complete candy mtg. equipment Continuous Freezer; 40 qt. Cherry-Burrel! name, initials or address shown in the 
with refrigerated rooms. Located mm Les Iriple Dasher Freezer; 75 to 1500 gallon advertisement or to Box numbers c/o 
Angeles County, the tastest growing area Homogenizers or Viscolizers; 350, 650 and lce Cream Field, 19 W. 44th St.. New 
i | r*> ) , 1! . , } . 1] . 
in the world. fine growth potential! ae inh) eat gaion ( onl \ ts Y to 400 gation York 36 N. Y. Under no circum- 
will handle. Owner Geo. W. Benson. 16542 a ent 6 te. 24 ant 36 tube Surtace stances will ICE CREAM FIELD di- 
tellfower Blivd., Bellflower, Calitornia Coolers; Jensen Cabinet Cooler, 8 wings 56 | th nam f n advertiser 
tubes. Lester Kehoe Machnery Corpora vey wae ~ s : = 
' . : , tion | East 42nd Street, New York 17 where initials or a number is given 
FOR SALE: 100 Ice Cream cans, 5-gal., 4 = ‘ ahs 
a0 ' N. } as the address. 
metal, squat, good condition. $2.00 each 
King Kold Ice Cream Bowl, 901 Clement 
Street, San Francisco, Calitornia FOR SALE 
; 41.” 











: 250,000 flat ie cream cone 

bats, x 6 orinted, $1.00 per M | pos 
FOR SALE: Ice Cream Business—whole FOB. Chicago. Illinois Baking Corpora HELP WANTED: SALESMEN TO 
sale and retail; two trucks, route cabinets, n. 2230 S. Union Ave. Chicago 16 SELL WELL KNOWN FROZEN NOVN 
plant equipment, miscellaneous stock. May lin . ELTY LINE. EXCEPTIONAL OPPOR 
lease building. Located in Illinois. Write TUNITY. SOME GOOD TERRITORIES 
Box 451, Ice Cream Fierp, 19 West 44th OPEN. WRITE BOX 452, Ice Cream 
Street, New York 36, N. Y HELP WANTED Fico, 19 WEST 44TH STREET, NEW 

YORK 36, N. Y 

FOR SALE: Cherry-Burrell 200 gal. Vis HELP WANTED: Night cleanup fore 
colizer, factory overhauled, like new, stain 
less sanitary head, $1200. McDonald Ice ice cream plants in the metropolitan area 
Cream Company, Ann Arbor, Michigan of CI 


HELP WANTED: Salesman—with fol 
lowing among we cream manufacturers, to 
represent nationally-known firm selling to 


man for position with one of the largest 


hicago. This position is strictly super 
visory and carries with it ali the privileges a B 316. | 
: ' ime packed Dy advertisin Ox , ACE 
FOR SALE: Complete vending business— of the executive department. It offers an ; : ' & , 
ad - - ' , ; CreaM Fiero, 19 W. 44th Se, New York 
trucks, 3 carts and fully equipped novelty exellent opportunity to some settled person .NY 
. , . , ‘ . Tt. 
manufacturing plant. Upper New York with ice cream or milk background. Salary .* 
State. A terrific deal for party who knows commensurate with responsibility and back 


ice cream manufacturers. Strong promotional 


vending business. Sales can be tripled. Box ground of applicant. Write Box 449, Ict tren w AN TED: DIRI , [ SALES. 
397, Ice Cream Fiero, 19 W. 44th Sr., Cream Fiero. 19 West 44h Street, New sont oy wen a chocolate seen 
New York 36. N. ¥ Yok 36.N Y turer to travel Ohio and western Pennsyl 
vania. Established accounts. Replies con 
FOR SALE: er a hdent al Wr te Box 447, Ice ( REAM FIELD, 
eae fe 195) dae canaciey, HELP WANTED: One of the largest ice 19 W. 44th Street, New York 18, New 
tail truck, 36 cu. ft., 125 doz. capacity a Chicas Y ork 
BARGAIN. Box 426, Ice Cream Fievo, — porary ota = a See . 
19 W. 44th St. New York 36.N. Y. politan area has openings for a freezer-man 


and mix-man. Must have successful op WANTED TO BUY 


erating background Mix-man must be 
FOR SALE: NOVELTY BOXES—Ful! canable of figuring and standardizing mixes 
Telescope or Automatic Bottoms. 6 Stand These positions are steady and pay exellent WANTED TO BUY: Used tricycles, 
ard sizes—Prompt Shipment—Priced right Prefer anplicants from near the Chi-avo scooters, vending machines. Write Pony Boy 
Write for sizes and prices) PAPER-PAK, area. Write Box 450, Ice Cream Fietp. 19 Limited, 1629 Van Horne Ave., Montreal, 
INC., 567 Michigan Ave., Buffalo 3, N. Y West 44th Street, New York 36, N. Y Quebex 








TAKE THE “RED” 
OUT OF CREDIT 


By screening poor payers the Dairy 








Credit Book enables vou to channel vou 
sales efforts towards worthwhile accounts. 
Use Dairy Credit Service, the only com- 
plete credit service in the Dairy Industry 

Credits, Reports, Collections and Ad- 


justments on a national basis. 


McGRAW CHEMICAL COMPANY 


| DAIRY CREDIT BUREAU 831 SOUTH WABASH AVE., CHICAGO 5, ILLINOIS 


1740 Greenleaf Ave., Chicago 26, Illinois 
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Ambrosia Chocolate Co. 


American Food Labs. 


Amerio Refrigerating & Equipment Co. 


Anderson Bros. Mfg. Co. 
Anheuser-Busch, Inc. 
Atlas Tool & Mfg. Co. 
Balch Flavor Co. 

Barry & Baily Co. 
Batavia Body Co. 
Bensdorp Co., W. L. M. 
Butler Paper Prod. Co. 
Carbonic Dispenser, Inc. 


Cherry-Burrell Corp. 


Chicago Stainless Equip. Corp. 


Chocolate Products Co. 
Clinton Foods Inc. 
Container Corp. of America 
Corn Products Sales Co. 
Creamery Package Mfg. Co. 
Crest Foods Co. 

Dairy Credit Bureau 

Dairy Industries Supply Assn. 
Fenn Bros. 

Foote & Jenks, Inc. 
Frigidaire Division 

Funsten Co., R. E. 

General Equip. Sales Co. 
Germantown Mfg. Co. 
Grand Rapids Cabinet Co. 
Gundlach Co., G. P. 
Hayssen Mfg. Co. 

Hill Co., C. V. 

Hooton Chocolate Co. 
Horner Sales Corp. 
Hubinger Co. 

Illinois Baking Corp. 
Insulated Cloth. Mfg. Inc. 
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Jiffy Mfg. Co. ird Cover 
Kari-Kold Co. 32 
Kelco Co. 4th Cover 
Kold-Hold Mfg. Co. 78 
Le Roy Foods Inc. 7 
Limpert Bros. 

Lowe Corp., Joe 

Ludwig-Lockhart Co. 

Mahoney Extract Co., S. H. 

Malt-A-Plenty, Inc. 

Mann’s Candies 

Marathon Corp. 

Meyer Body Co. 

Morris Paper Mills 

Mulholland Co., John H. 

McGraw Chemical Co. 

Nash-Kelvinator Corp. 

National Pectin Products Co. 

Pangburn Co., Inc. 

Prince Castle Sales Div., Inc. 

Refined Syrups & Sugars, Inc. 

Savage Arms Corp. 

Schaefer, Inc. 

Scoop-Rite Co. 

Sealright Co., Inc. 

Sherman Paper Products Corp. 

Shore Machine Co. 

Standard Fruit Product Co. 

Sterwin Chemical Co. 

Sugar Information Inc. 

Sweden Freezer Mfg. Co. 

Vanilla Laboratories, Inc. 

Van Leer Chocolate Corp. 

Vendo Co. 

Virginia Dare Extract Co. 

Young Co., B. 

Zeroll Co. 
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. Write for full detacle. 
Jiffy MANUFACTURING COMPANY 


360 FLORENCE AVENUE ° HILLSIDE, WN. J. 





St 


WM Gallons of ice cream, stabil 


* i od o, 


More — More — More 
Ice Cream Stabilized With 


DARILOID 


and 


> than by any other stabilizer 4 
>» or stabilizer emulsifer 


Tome) da)=) ancy) 0)1174-1 ane) Ansa 0-) O11 4-1] an lanl el icihal-lane 
you all these exclusive proved advantages 


REFINED 


~ 
PRODUCT 


Stabilizers and stabilizer emulsifiers to meet all plant requirements 


Dariloid’. . Dariloid XL. . Dricoid® . Dricoid XL 


20 N. Wacker Drive 
Chicago 6 


a roduc of KELCO compony * sess sc 


530 West Sixth Street 
Los Angeles 14 





